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Abstract 
The current Greek debt economic crisis has influenced the country’s general 
economic and social life and as a result, almost all of the industrial sectors. At the 
entrepreneurship level, the most powerful tool that managers are able to demonstrate 
against this ultimate threat is the development of appropriate effective strategy 
formulation processes. Thus, it is considered to be entirely valuable to identify the 
way that managers are dealing with the process of the strategy formulation in order to 
confront the crisis’ effects.  
The purpose of this study is to reveal the components and the process of the strategy 
formulation by using two of the largest food retailers in Greece, AB Vassilopoulos 
S.A. and Masoutis D. Supermarkets S.A. as platforms of examination. Furthermore, 
another purpose of this study is to identify the way in which the economic crisis, as an 
external factor, has affected the formulation of the strategy process and the Greek 
supermarket retail sector. 
A qualitative method has been utilized by collecting primary data through in - depth 
interviews with upper - level managers of the above mentioned companies, while 
secondary data primarily from sectorial studies and annual reports were also gathered 
and deeply analyzed. 
The main key findings are exclusively interesting.  
Based on the sample of the companies under examination, AB Vassilopoulos 
develops the appropriate structural formality of the process by utilizing the tools and 
the concepts of strategic management. On the contrary, the other firm, Masoutis D. 
S.A., does not develop the appropriate tools and concepts despite the fact that it 
formulates all the process’s elements. Moreover, through the analysis of the 
secondary data, only half of the six largest supermarket retailers have developed 
formal mission and vision statements. Last but not least, despite the fact that the crisis 
has already affected the supermarket retail sector, we can observe the phenomenon 
that many of the companies’ managers had only adjusted their strategy’s components 
(long-term objectives) to the new established economic environment and had not 
altered the whole strategy process. 
Our research, contributes to the theoretical level by serving as a platform through 
which scholars will be able to expand their knowledge in the field of strategic 
management and specifically, in the subfield of the strategy formulation process. At 
the managerial level, it intends to increase the awareness of upper-level managers 
regarding the margins of success that they can achieve by implementing their strategy 
formulation process appropriately and effectively. 
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1. Introduction 
1.1 Context of the study 
Strategic management is characterized by great complexity but if performed 
effectively, it can lead to high profits and sustainable competitive advantages.  
In today’s world, where the dynamic external ambiguities appear increasingly 
stronger, managers need to create not only the best formulated strategies, but also to 
implement and evaluate them appropriately. During the previous decades, many 
researchers tried to deal with the constraints of the external environment, hence 
several tools and concepts in the strategic management area have developed (David, 
2011). 
Based on the above considerations, we can easily realize the importance of the 
formulation phase, which is crucial for both managers and researchers, in order to 
conduct and evaluate different formulation processes. As the literature argues, the 
formulation of a particular strategy can only be examined reactively, as the outcomes 
cannot be examined instantly but after a period of time (Eden and Ackerman, 1993). 
However, strategy potential outcome is extremely crucial for managers, since they 
need to know whether their chosen strategic management decisions are going to lead 
to successful results (David, 2011). 
Despite the fact that there is wide research on strategy formulation, related studies 
primarily focus on the relationship of the strategy formulation and content with regard 
to business performance (e.g. Pettigrew 1992; Mintzberg & Lampel, 1999; Dess & 
Lumpkin, 2009). According to Dess & Lumpkin (2009), there is still lack of research 
in the area of the strategy process. In addition to the above, research in the strategy 
literature regarding the retail sector, in particular, has been limited in the identification 
of relationships between specific strategy components and performance (e.g. Conant 
et al., 1993; McGee and Petersen, 2000), or the utilization of tools and concepts to 
form strategic types (e.g. McGee, 1987; Wortzel, 1987; Dwyer and Oh, 1988; Helms 
et al., 1992). In addition, what regards the Greek context, there is a total scarcity of 
studies related to the retail strategy formulation. 
The Greek super-market retail arena is characterized by dynamic competitive forces 
which try to shape the sector (ICAP, 2009). As a result, the strategy formulation of 
both biggest and smallest players would determine market shares, revenues and 
position in the market. Especially nowadays, during the vast recession that acts as a 
plague for the Greek market, Greek retailers ought to maximize the benefits of a clear 
plan and strategy in order to gain and sustain competitive advantages. In the following 
chapters we will try to provide a deep analysis of the Greek super market sector and 
the Greek retail market strategy formulation. 
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Based on the above discussion, the study’s topic focuses on the examination of the 
strategy formulation process of food retail companies. In order to realize an in-depth 
research, components of the strategy formulation process are studied, while the Greek 
retail grocery sector and the financial crisis as a factor that has influenced the strategy 
process are highly. Two of the largest grocery chains are chosen as the case 
companies to realize the current study.  
 
1.2 Focus and objectives 
Bearing in mind that Greece faces its hardest economic downturn and supermarkets 
turnover has declined, we have to focus and provide a range of strategic initiatives 
which would act as a growth engine for the companies that are about to adopt them. 
We will focus on the components of the strategy formulation process of two great 
players of the sector, providing a set of alternative and realistic strategic options.  
The above findings lead our attempts so to answer the following questions: 
 How are the chosen companies implementing the strategy formulation process? 
(Do they utilize specific tools, frameworks and concepts of the strategic 
management literature?) 
 How has the crisis affected the Greek supermarket retail sector?  
 Has the crisis altered the strategy formulation process? Do the firms try to adjust 
to their new environment by re-formulating their strategy process? 
 Can the food retailers distinguish and exploit opportunities during the crisis? 
Which are the perspectives of the sector? 
 
1.3 Methodology 
The applied methodology is qualitative in nature, combining an analysis of primary 
data gathered through in-depth interviews in combination with the available 
secondary data (obtained from ICAP’s supermarket sectorial studies and the 
theoretical background from bibliography and academic publications via related 
databases such as EBSCO, EMERALD and SCIENCEDIRECT). We conducted in- 
depth interviews (qualitative research) with the managerial staff of the supermarkets. 
The main reason for our choice of the particular methodology comes from the 
advantages that this intensive analysis has. More specific, it has the strength to 
investigate in - depth and examine new hypotheses, is flexible and last but not least, it 
has the ability to reveal hidden features. The interviews were conducted with high 
level managers of two of the biggest supermarkets in Greece, Masoutis SA and AB 
Vassilopoulos SA. The chosen interviewees possess great experience with regard to 
the strategy formulation process and thus are considered quite suitable as respondents 
for the purposes of the current dissertation. 
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1.4 Contribution of the study 
The importance of this study lies to the fact that no sufficient literature exists 
regarding strategy formulation as a process, not only in the retail sector but in other 
sectors too. Especially regarding the Greek context, there is total scarcity of studies 
that take into account the financial crisis the country is faced with as a crucial factor 
that influences the strategy process. This gap of knowledge in the existing literature 
should be covered as some companies could be especially interested in the results of 
the survey. 
Our study contributes to existing knowledge both at the theoretical and managerial 
level, especially with regard to decision-makers (higher managerial levels) and 
indirectly to the societal level (consumers). 
At the theoretical level, the expected contribution enhances the current literature 
regarding the strategy formulation process and fills the literature gap, which was 
mentioned above, providing richer insight as to practices that firms follow during the 
strategy formulation process. At the managerial level, we strongly believe that the 
potential desirable outcomes which would be adopted, could dramatically contribute 
to how businesses formulate their strategies and operate more successfully. 
Additionally, a new growth of the sector means a creation of value for the society in 
terms of reduction of unemployment’s rate, increase of productivity and suggestions 
for a more competitive Greek economy.  
The overall purpose of our study is to suggest managers to think “out of the box”, act 
open - minded based on available tools and frameworks that come either from the 
academic or business world (e.g. best practices). 
The greatest motive for us lies on the fact, that if we successfully combine our 
existing academic knowledge gained from the university with the working experience 
in the retail supermarket sector, we could provide very useful insights and 
recommendations to middle and high level management within firms. 
 
 
 
 
 
 
 
 4 
 
1.5 Structure of the dissertation 
Apart from the introduction, the dissertation consists of seven more chapters.  
The next chapter includes the literature review. More specific, it contains an overview 
of strategic management, strategy formulation’s components and levels, a description 
of the existing strategies and how formulation affects organization’s performance, as 
also as a review of the retail supermarket sector in Greece, the new criteria that were 
created during the economic crisis and lastly, the literature review gap that we attempt 
to fill.  
The third chapter is composed of the methodology that we employed in order to 
achieve our target. Moreover, we use as platforms the previously mentioned 
supermarket companies which are AB Vasilopoulos SA and Masoutis D. 
Supermarkets SA. 
In the fourth chapter, we represent the findings from the in-depth interviews which 
constitute the primary data that we are about to investigate and additionally we quote 
the secondary data that we have collected through various researched sources. 
In the following chapters, we discuss our findings, provide recommendations for 
theoretical and managerial implications, we set the limitations of the study and finally, 
we present our conclusions. 
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2. Literature review and Theoretical framework 
As strategic management (hereafter SM) has been an area of great interest many 
academics have developed various definitions and conceptualizations of the subject’s 
examination including: Ohmae (1982) defined  as “the pursuit of superior 
performance by using a strategy that ensures a better or stronger matching of 
corporate strengths to customer needs than is provided by competitors” (Ohmae, 
1982, p. 91). We realize that Ohmae focuses his attention on the dimensions of 
competitors, customers and corporate performance. Pettigrew and Whipp (1993) 
contributed to the development of SM as they reveal the linkage between strategic and 
operational changes. Strategic intentions should be into “actionable pieces”, which 
make the responsibility of change managers. Joyce and Woods (2002) through their 
analysis argue that SM implies a large degree of complexity as it requires various 
forms of qualities and skills in dealing with paradoxical scenarios. If we take into 
account the factors and the variables that influence strategic options and the adoption 
of the implementation philosophy from the lower managerial level, we could realize 
the complexity of the SM process. Hulbert and Fitzroy (2005) defined SM as: “the 
process that generates value in a turbulent world over a sustained period of time”. 
Analyzing the above approach, we could state that Hulbert and Fitzroy connected SM 
with the important issue of value creation especially in periods of uncertainty, in order 
to achieve competitive advantages on the long-run. Finally David (2011) defined SM: 
“as the art and science of formulating, implementing and evaluating cross-functional 
decisions that enable an organization to achieve its objectives”. Based on the above 
definition, David focused his attention on the integration of the various corporate 
fields/dimensions including: finance, accounting, R & D, operations, marketing & 
sales, IT and supply chain. Hence, those are the appropriate decisions that an 
organization should make in order to achieve its goals. 
  
Strategy formulation constitutes the initial stage and is a comprehensive process that 
plays a fundamental role in strategic management. According to Hunger and Wheelen 
(2003); strategy formulation is the development of long range plans in order to deal 
with the threats and opportunities exploiting corporate strengths and weaknesses. 
McCarthy et al. (1987) determined the stage of strategy formulation as the continuous 
monitoring and evaluation of the present strategy, which begins with the identification 
of that strategy. Moreover many researchers (see Ansoff and McDonnell 1990; Pearce 
and Robinson 1991; and David, 2011) have analyzed the dimensions of the strategy 
formulation process including the development of vision and mission, the 
identification of external opportunities/ threats and internal strengths and weaknesses, 
establishment of long term goals and policies, generation of alternative strategies and 
choice of the most appropriate, the financial and non-financial (physical, 
technological) resources allocation and expansions or diversification of operations. In 
the formulation stage the main question to be answered is: “How are we going to 
attain our targets and get where we want to go?”. 
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Especially during turbulent times, strategy formulation will be the stage that managers 
will manage innovation and the dynamic scope of the firm (Hulbert and Fitzroy 2005). 
  
The next stage is Strategy implementation or the so called “action stage” , which is the 
phase where all the formulated strategies are put into practice. It deals with 
establishing annual objectives, policies and programs. According to David (2011,) it 
is the most difficult part of the strategic management process as it requires staff 
motivation, commitment and discipline, strong leadership skills to stimulate 
employees’ enthusiasm and appropriate resource allocation in order to facilitate the 
strategies. 
 
The following decisions are taken within this phase (David, 2011, p. 247): the alter of 
an existing organizational structure, restructuring and reengineering, revise reward 
and incentive plans, minimize resistance to change, develop a strategy supportive 
culture, adapt operations processes, downsize if needed and link performance and 
pay to strategies.  The implementation stage is the time frame when managers would 
lead the organizational change and design the organizational architecture, which is 
vital for the company’s sustainable success (Hulbert and Fitzroy, 2005). 
  
Based on the above analysis the importance and complexity of the implementation 
stage becomes evident, since it requires not only the commitment of the top managers 
but of the entire organization as well. However we will examine further neither the 
implementation nor the evaluation stage as it is not the subject of our research.  
 
Strategy evaluation offers managers valuable feedback about the outcomes of the 
implemented strategies. Even the best strategies could become obsolete as the external 
and internal environments change. Thus managers have to systematically evaluate and 
review strategies implementation and take corrective actions if the actual results have 
deviations from the initially formulated. Thus they have to ensure that a company has 
a performance culture (David, 2011). 
Strategy evaluation becomes increasingly important as the internal and external 
factors change dramatically, characteristic examples of which are the increase of 
uncertainty, the decrease of the business plans time span and the decrease of future 
forecasts accuracy (David 2011). 
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2.1 Components of strategy formulation  
 
Since this study focuses its attention on the strategy formulation process, we have to 
analyze deeply its components, in order to have a holistic and clear view of the 
process. 
 
Figure 1: The components of the strategy formulation phase 
 
 
 
 
 
 
 
 
 
 
Source: adapted from F.R David, 2011, p. 77 
2.1.1 Developing mission and vision statements 
A mission statement is defined as a formal declaration of an organization’s purpose 
and attitude. David (2011, p. 76) has provided further synonyms of the mission 
statement including: creed statement, statement of business principles or statement of 
philosophy.  The basic question that the mission statements answer is: “What is our 
business?” 
While the mission statement attempts to answer the above question, the vision 
statement tries to define “What we want to become?”. In other words a strategic 
vision is a description of a desired future state, goals and outcomes that contribute to 
the achievement of the company’s mission (Joyce and Woods, 2002). 
The benefits of a clear mission and vision statements have been precisely stated in the 
literature. Studies have shown a positive correlation between mission statements and 
organizational performance. Another study has revealed that companies with a 
formalized mission statement have larger return on equity (ROE) in comparison to 
firms without a formalized mission statement (David, 2011). In addition, the most 
crucial factor that determines statements importance is that formalized and clear 
statements lead to persistence, motivation and inspiration by both managers and 
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employees. Finally, they can provide directions and translate the purpose to objectives 
which will be set later in the process (David, 2011). 
As reported by David (2011, p.83), an effective mission statement has to include the 
following characteristics: a) Customers, b) Products/Services, c) Markets, d) 
Technology, e) Concern for survival/growth, f) Philosophy, g) Self-concept, h) 
Concern for public image, i) Concern for employees.  So, mission statements that do 
not include all of those traits are considered as ineffective. Consequently, we will 
analyze later the examined companies according to the literature review. 
2.1.2 Performing external assessment 
Developing external audit is the second element of the strategy formulation phase and 
is of great importance. The purpose of performing an external audit is to reveal the 
threats and opportunities that arise from the external environment and are associated 
with a firm’s microenvironment. As follows, it is crucial for managers to anticipate 
changes, gather and interpret external information and formulate strategies in order to 
face them and adjust their context to them. The most crucial issue is to align their 
organizations’ resources and competencies in the competitive context. The forces that 
are examined during this phase are: economical, socio-cultural, political-legal, 
technological and competitive forces. The key strategic tools which are used towards 
to set a framework and analyze critically the above forces are: PESTEL analysis, 
Porter’s five forces model, the external factor evaluation matrix and the competitive 
profile matrix (David, 2011).  
Many advocators of industrial organization view (i/o) including Porter, argue that 
external factors influence at a larger scale than internal factors a firm’s effort to 
achieve competitive advantage (David, 2011). External factors such as economies of 
scale, barriers to entry, industry attractiveness and level of rivalry are more important 
than internal operations and resources (David, 2011). Porter (1980) argues that the 
ability for a firm to gain competitive advantage rests mainly on how well it 
differentiates itself in an industry, through the formulation of the appropriate generic 
strategy. 
2.1.3. Performing internal assessment 
The process of implementing an internal assessment lies in the identification of 
organizational strengths and weaknesses. Internal audit includes an integration and 
coordination of functional activities including marketing, finance, HR, R&D and 
operations. The purpose of the internal audit is to identify a firm’s competencies and 
capabilities in order to exploit them as far as possible so to gain a competitive 
advantage. The importance of the internal factors that influence strategy formulation 
led to the development of the Resource based view theory of competitive advantage 
(David, 2011). According to that theory, internal factors like resources and 
capabilities are more important than the external factors.  
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On that account, a company has to consider the type and the nature of its internal 
resources before formulating strategies. The RBV suggests that a firm should identify 
its strategically relevant resources and capabilities which are valuable, rare, inimitable 
and non-substitutable, in order to enable the firm to implement a strategy which will 
generate a sustainable competitive advantage (Barney, 1991; and Spanos et al., 2004).  
The resource-based view of the firm stresses the instrumental role of organizational 
resources and capabilities in achieving positional competitive advantage and superior 
performance, through the mediating role of strategy formulation and implementation 
(Barney, 1991). Such a strategy exploits environmental opportunities and 
accommodates external threats by capitalizing on internal strengths and limitating the 
impact of a company’s weaknesses (Barney, 1991). In the current study, we will focus 
on the vital role of strategy formulation in order to draw conclusions about the critical 
factors which are affecting the process. 
In contrast to the above internal and external analysis, we could say that both external 
and internal factors have equal importance for the strategy formulation. As a result, 
we have to focus in both areas in order to have a holistic view when managers 
formulate strategies. 
 
2.1.4 Establishing long-term objectives 
According to David (2011), long-term objectives represent specific outcomes 
expected from adopting certain strategies. Long - term objectives should be 
measurable, realistic, clear, so to be understandable from the parts of an organization 
and obtainable. They act as guidance for managers and as an evaluating tool for all the 
organization. The benefits of having standardized objectives are numerous including: 
establishment of priorities, minimization of conflicts, aid in allocation of resources, 
reduction of uncertainty and acting as a base for continuous decision making (David, 
2011, p.166). Based on their nature; objectives are divided into two categories: 
financial and strategic. Although financial objectives are more easily measurable, 
strategic objectives are those which strengthen a business position and help to achieve 
and sustain the competitive advantage. 
 
2.1.5 Strategy generation, evaluation and selection 
Conforming to David (2011), the strategies represent the actions that have to be taken 
in order to accomplish the organizational objectives. Generating and selecting 
strategies is not only a top-management issue but involves also middle and low-level 
managers. Thus, there is a distinction between the strategies depending on the 
organizational level that they are about to be applied.  
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Figure 2: Levels of strategies 
Source: adapted from F.R David, 2011, p. 170 
 
 
 
 
 
 
 
 
 
 
 
 
 Corporate level: At this level, top management has to decide about the 
corporate portfolio of the strategic business units. Their main responsibility is 
to enrich the portfolio through investments (e.g. market development, 
diversification etc.) and allocate resources between the various strategic 
business units (David, 2011). 
 Business level: Business level or competitive strategy, deals with the 
improvement of the company's competitive position for each and every of its 
business’ lines.  Successful competitive strategies usually involve developing 
distinctive competencies in one or several areas crucial to success that could 
provide value for the business unit (Porter, 1980, 1985).  
 Functional level: Functional strategies are relatively short-term activities that 
are related with every company’s functional area and act as an extension and a 
mean to implement the corporate and business level strategies (David, 2011). 
 Operational level: Those strategies are taken by the low-level employees and 
are related mainly with day to day business activities (David, 2011). 
 
At a next step, we will examine the types of corporate and competitive strategies and 
their specific implications in the retail sector. 
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2.2 Corporate strategies 
Based on David (2011), the corporate strategies that a company could pursuit are 
divided into four categories: Integration, Diversification, Intensive, and Defensive 
strategies.  
2.2.1 Integration Strategies 
The strategies that arise from the integrative form are the vertical (backward or 
forward) and the horizontal ones. 
The horizontal integration strategies of retailers include a variety of forms, like 
mergers and acquisitions (M&As), joint ventures or minority investment, and co-
operative agreements (Robinson & Bailey 1998; Perkins 2001).  
In accordance with Burt (1991), European retailers have entered into new markets 
through acquisitions and M&As rather than preferring joint ventures or strategic 
alliances, despite the benefits that those types of strategies could offer them if they 
had been performed (Elmuti & Kathawala 2001). A practice of backward integration 
is the case of the development of private label ad production (Robinson et al., 1998). 
2.2.2 Diversification strategies 
Related diversification is a form of strategy that exists when an organization develops 
new businesses that are characterized by a related and similar value chain as the 
already existing ones. On the other perspective, unrelated diversification exists when 
there is no valuable relationship between the value chains of the current and the new 
businesses (David, 2011). 
Keep et al. (1996) claims that relating    various  types  of  retail  and  non-retail  
businesses under  a  single  corporation has been examined by researchers and 
performed by managers (Berman and Evans, 1992; Rogers et al, 1992). An indicative 
example of retail unrelated diversification is the financial service activity by food 
retailers towards to provide credit convenience to customers and create synergies in 
their operations (Colgate and Alexander, 2002).   
2.2.3 Intensive strategies 
Market development belongs to this category and can be defined as the introduction 
of current products into new markets. Concerning the retailers, a new market could 
exist at various levels; a new town, region, nation, economic block or even a new 
group of several countries. (Aaker, 1995) 
Each level requires different strategic decisions. Both domestic and international 
entries depend upon some customization of the marketing strategy while enjoying 
economies of scale in its operation (Aaker, 1995). A form of market development is 
franchising. Franchising is a preferable form to enter into new markets that are 
characterized by rapid growth (Hoffman & Preble, 1993). 
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Product development includes the improvement or modification of current products. 
This type of intensive strategy is adjusted in the form of retail concept generation. The 
development of the hyper market, the discount market and lately the convenience 
stores arise from the product development process (Aaker, 1995). 
Market penetration seeks to increase market share with current products through 
greater marketing efforts. Concerning the retailers, market penetration means that they 
expand their businesses with the existing retail format (e.g., department store or 
convenience store) in the current market through marketing tools, such as improved 
customer service, lower prices, wider product variety, in-store promotions, 
convenience and so on (Aaker, 1995). 
2.2.4 Defensive strategies 
The types of strategies that belong to this category are: Retrenchment, divestiture and 
liquidation. 
Retrenchment strategies contain cuts of operating costs of non-core assets. During 
recession, managers believe it is easier to reduce costs than generate additional 
revenue via retrenching on a wide range of activities like R&D, marketing and HR 
(Geroski and Gregg 1997; Michael and Robbins 1998; DeDee and Vorhies 
1998).Divestiture refers to the disposal of a department or an asset of a firm and the 
worst form of a defensive strategy is liquidation. That is when a company liquidates 
all of its assets (David, 2011).  
Defensive strategies tend to be the most favorable approach adopted by businesses in 
order to face recession, especially in the short-term. Many researchers have identified 
that defensive strategies could become an opportunity to reconsider their operations 
and increase efficiency (Winn, 1996; Barker and Duhaime 1997). 
Figure 3: Ansoff matrix 
 
Source: Strategies for Diversification by Ansoff (1957) 
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2.3 Competitive strategies of retailers 
According to Porter (1980), competitive strategies are developed in order to produce 
value which will differentiate a company from its rivals (Porter, 1980). In other 
words, competitive strategies are the activities that a company undertakes in order to 
gain competitive advantage. The competitive advantage has to be created based upon 
resources, competencies and especially distinctive competencies (Brooksbank, 1994). 
Regarding the retail sector, the dramatic increase of the rivalry, the maturity and 
saturation of the markets and the high concentration reveal the great importance of 
developing the appropriate competitive strategy (Wortzel, 1987; Ellis and Kelley, 
1992)  
Striving for cost leadership requires the reduction of all sources of costs in the value 
chain. That is to say to maximize the efficiency. Those sources derive from:  the cost 
of goods sold, operating expenses, economies of scales and bargaining power over 
suppliers. Large retailers have more capabilities in order to achieve cost leadership 
than smaller retailers (Ellis and Kelley 1992). Characteristic examples of this strategy 
are the hard discounters including Lidl and Aldi  (Ellis and Kelley, 1992) 
The alternative form that a retailer could perform is differentiation. Differentiation 
strategy could be achieved if a company offers a product or a service that is superior 
comparing with the competitors. (Porter 1980). According to Wortzel (1987) retailers 
could differentiate through: product differentiation strategy or service differentiation. 
Conant et al. (1993) argues that factors that provide competitive advantage though 
differentiation are: presentation and preparation, product variety, 
convenience/experience, sophisticated advertising (marketing differentiation). Based 
on the above analysis we have to admit that the differentiation that comes from 
quality is totally oversimplified for the retail sector. Many other factors (listing above) 
should be pursuit in order to achieve differentiation comparing with rivals. 
The focus strategy, or the so-called niche strategy, includes the identification of 
customer segments with special attributes that a company intends to serve. In food 
retailing is a common practice to target market niches and formulate a strategy to 
approach them. Convenience stores or specialized stores with limited product line are 
examples of the focus strategy (Ellis and Kelley, 1992). 
Anderer (1997) argues that there are companies, which combine differentiation and 
cost leadership elements in order to achieve the competitive advantage and have 
superior performance (e.g. Tesco). This combination strategy is called “hybrid 
strategy” (Spanos et al., 2004). A combination or hybrid strategy has been shown to 
be viable and profitable (Kim et al., 2004; Miller & Dess, 1993).  Although, this 
approach seems contradictory to Porter’s argument that a company that seeks to 
pursuit a combination strategy will stuck in the middle (Porter, 1980). 
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2.4 Strategy formulation and organizational excellence 
Several scholars (Dess, 1987; Gregory, 1993; O'Neill and Robert, 2006), have 
pinpointed the need of alignment of the strategy formulation process (especially the 
objective-component) with the set of performance measures. 
Many organizations have developed qualitative and quantitative measures in order to 
examine the organizational excellence in terms of performance. Performance 
measures are quantitative or qualitative indicators that show how well an organization 
has achieved its objectives (Buxton and Ward, 1998). On the one hand, 
quantitative/financial measures are related essentially to profitability measures 
including return on sales, profit margin and return on equity (Chakravarthy, 1986). 
Those quantitative variables are easy to measure and manage. On the other hand, 
qualitative/non-financial measures are related with the effectiveness of a firm’s 
marketing activities, including variables like market share, quality, innovation, 
leadership, customer satisfaction & perception (Morgan and Piercy 1996). However, 
these variables are difficult to measure and be linked with business strategies (Bourne 
et al., 2002; Platts et al., 1998).  
For the purpose of our study, in order to identify the success of the strategy 
formulation of the examined companies we will examine the financial excellence 
through specific financial ratios, adopted from Chakravarthy’s research (1986).  
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2.5 Overview of the retail industry 
The retail industry is composed by individuals and companies (retailers) that are 
selling finished products and services to end – user consumers. It is obvious that 
retailers are the final part of the supply chain and are categorized into two types: 
A) Store retailers, like warehouse stores, department stores, hyper/supermarkets 
and discount stores, specialty and convenience stores and 
B) Non–store retailers, like in-house demonstrations, e-commerce, e-catalogues 
and e-retailers. 
Based on Deloitte report (2012), 32% of the top 250 largest global retailers by sales 
revenue in 2011 are located in the US. Wal – Mart is the largest retailer in the world, 
which implements a cost - leadership strategy (Cascio, 2006) and is followed by 
Carrefour (intensive and diversification corporate strategies) (J. Cambo, member of 
the management board of Carrefour, 2006), Metro AG and Tesco which follows a 
hybrid strategy. 
2.5.1 The Retail Industry in the Global context 
Despite the uncertain conditions, the global retail industry achieved a 10,9% growth 
in 2010 (Alpen Capital, 2011) and the leading companies in order to overcome the 
difficulties, exploit the opportunities and expand in new emerging markets (UAE, 
India and China) by implementing market development corporate strategies. 
Nowadays, the key factors which are of great importance and require attention or 
exploitation are the general downsizing, the boost of private label products and the 
appearance of new retail distribution channels (Alpen Capital, 2011). 
According to Euromonitor International (2010), the growth strategies that leading 
retailers follow in 2010 focus on internet retailing, private label products and product 
mix, offering convenience and new, innovative services or products and finally, as it 
was already stated, expanding in untapped emerging markets.  
2.5.2 The Supermarket Retail Sector in Greece 
In this part we are about to provide basic information which will help us to clearer 
realize the examined sector and a short chronological review of it.  
The industry under consideration belongs to one of the most active commercial 
sectors of the Greek economy. According to ICAP Group (2011) supermarkets’ total 
market value was equal to €12,973 mil and it presented sales of €10,642 mil in 2010 
(Appendix 1). Moreover, it affects critical socioeconomic factors like employment, 
price index, trade’s total sales and configuration of consuming behavior. 
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Firstly, there is no legislative framework that exactly defines a supermarket store. 
Informally established, is a retail store larger than 200m
2 
which has at least two cash 
registers and mainly offers food products (Food Hypermarkets – Supermarkets, article 
44, 1983). Moreover, it is organized departmental, it provides a wider variety of 
products than usual grocery stores and its size is smaller than a hyper – market’s 
(<2,500m
2
) (Tzimas and Bennison, 2003). 
Conforming to ICAP’s sectorial studies (2010), supermarkets are separated into three 
different categories depending on the variety of their available goods and their 
location.  
Those are: 
 Supermarket chains with nationwide branch networks 
 Smaller chains which activate locally (counties and regions) and 
 Individual supermarket stores. 
Moreover, the industry is completed with the addition of: 
 Discount stores: Retailers that create profits by selling great amount of 
products at a discounted price (Yoo & Chang, 2005). Are separated into 
“hard” and “soft” discount stores and those type of retailers try to achieve their 
competitive advantage by implementing a cost – leadership strategy (Hollins 
&  Shinkins, 2006). 
LIDL Hellas is the leader of this sub – sector by offering a limited range of 
products (private label mainly), simplifying processes, reducing warehousing 
costs and improving automation (ICAP, 2011) 
 
 Cash & Carry: Wholesale stores which are focused mainly to retailers, other 
wholesalers and industrial users (Aaker, 1995). Apparent from the above, this 
sub – sector addressed to B2B transactions. 
Based on ICAP’s data (2010) and according to the market share of the 
industry, the most successful cash & carry firms in Greece are METRO cash 
& carry and Makro Hellas. 
The cash & carry wholesalers’ philosophy is to focus on a limited range of 
products so to acquire the competitive advantage of bulk – purchasing by other 
wholesalers (Cant & Van Scheers, 2005). 
  
 
We have to mention that our thesis will concentrate only on the analysis of the 
supermarket sector, mainly because discount stores do not reveal vital metrics and 
statistics (e.g. LIDL Hellas is a general partnership company and is not obligated to 
announce them) and cash & carry stores refer to actions between companies, so they 
are considered as wholesalers and not retailers.  
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According to Mantziorh (2012) the industry was born in the early 1960’s when the 
“self – service model” appeared in our country.  The first store opened in 1961 in 
Athens under the company name “Self – service Marinopoulos” and until the end of 
the decade the industry was consisted by 7 companies, while at the same time Greek 
Grocery Associations open their own stores (Alfa Delta, Market Hellas, Phoenix). 
They provided customers with the basic consumer products (types of food and drinks) 
and their product variety were completed with household products (stationery and 
detergents) (Mantziorh, 2012). 
In the following decade they extended gradually all over the major cities of Greece 
and the stores were expanded to 280 (Appendix 2) and Konstantinos Veropoulos, the 
president of the Greek Supermarket Business Association (ΣΕΣΜΕ), claimed in 1976 
that supermarkets represent 28% of the total food retail sector’s sales (Mantziorh, 
2012). At this time, they improved significantly their product portfolio by offering 
cutlery, personal care products, vitrics and fresh fruits and vegetables (Mantziorh, 
2012). 
In accordance with the global marketing and advertising research company “Nielsen”, 
the stores in 1988 were 910 and the network was expanded continuously with 
vertiginous speed. Additionally, the first megastores – hypermarkets made their 
appearance (Hyper Marinopoulos, Mega Vasilopoulos and Eurospar Veropoulos) 
(Mantziorh, 2012). 
Between 2000 and 2009, the number of the supermarkets in the Greek domestic 
market grew from 3.673 to 4.314 stores (Mantziorh, 2012). Nowadays, the range of 
the products and services that they offer is extremely wide. Except from the above, 
they supply clothes, furniture, toys, banking and tourist services, as well as electric 
goods (Mantziorh, 2012). 
With the entrance of foreign supermarket retailers (Carrefour, Delhaize, Lidl) and the 
expansion of the current ones (Masoutis, Veropoulos), competition has been 
intensified and the Greek consumers have multi – increased their store choices 
regarding shopping (Mantziorh, 2012). 
The aggressive competition, forces the firms to search for new growth strategies. The 
main competitive areas are: 
 The formulation of their pricing policy which is determined by the operational 
costs and the relationships with their suppliers.  
 The store image. Companies always try to offer a wider variety of products 
and services. 
 Investments in new technologies. 
 Expansion of the store network in order to cover more geographic areas. 
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In consonance with ICAP’s primary study (2009), companies’ managers believe that 
the most essential growth strategies are hierarchically the following: Geographical 
expansion of their stores’ network, integration of the small – medium enterprises of 
the industry in market groups, mergers and acquisitions, takeovers of similar 
enterprises, partnerships between the companies and abroad expansion and finally, the 
development of a wider product portfolio.   
In Appendix 3, we quote an indicative table demonstrating few of the industry’s 
mergers and acquisitions that took place during the last years between the leading 
players. Furthermore, another factor that reveals the great importance of this corporate 
strategy is evidence that the industry is characterized by an extremely high degree of 
concentration (the top 5 companies hold the 51% of the industry) (AC Nielsen, 2012), 
which is increasing during the years (they held the 43,3% in 2007) (ICAP, 2008).  
Finally, another famous growth tactic that the leading firms use in order to expand 
their store network is franchising (ICAP, 2009). On the other hand, smaller to medium 
enterprises apply this method in order to face the intensive competition  by having the 
leading firms’ support and by gaining fame from their new brand name and the “know 
– how” from an acclaimed company. 
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2.6 The Greek debt crisis established new criteria 
The global financial crisis that was perceived in September 2008 had a huge impact 
on the Greek economy. Furthermore, based on Rappeport et al. (2010) and Balzli 
(2011), the Goldman Sachs Group Inc. helped a few of the Greek governments to hide 
the country’s growing public debt and delay the repayments in order to meet EU’s 
deadlines. Those factors mainly revealed the weak structure of the Greek economy 
which was not able to defend the upcoming difficulties. 
A financial crisis usually leads to an economic recession and if the country’s 
mechanisms do not start to lift the economy, then it will take the form of depression 
which is defined as the lowest point in an economic cycle and is characterized by long 
– term major depressions. Based on P. Krugman (2012), “We would have to have two 
sequential quarters of negative growth to be in a recession” and as Appendix 5 
demonstrates, Greece presents six consecutive years (24 quarters) of negative GDPs. 
According to J. Burnett (2002), a financial crisis could be extremely harmful for 
businesses in the following terms:  
 Significant loss of profits, even bankruptcy. 
 Public and government surveillance. 
 Damage to the integrity and the brand name of the firm. 
 Negative effects on employees’ morale and counterproductive work. 
Moreover, based on Koksal and Ozgul (2007), companies should adjust their 
strategies to new and changing environments and nowadays, the Greek economic 
environment belongs to this category. 
Firstly, based on facts, the critical points that are worth mentioning in order to 
comprehend the new established criteria are: a) the Greek economy’s credit 
downgrade to junk status (April 2010) (Martin and Roth,2010) which led to the 
suppression of the private capital market and b) the agreement between the 
International Monetary Fund, the euro zone countries and Greece (May 2010) towards 
to provide a bailout loan for the Greek economy under the condition to implement a 
sequence of austerity packages, which include economic measures like cuts in the 
salaries of public and private sector’s employees, increases in VAT (Umbriaco, 2011) 
and c) other direct or indirect taxes, privatizations, imposed taxes on companies’ 
profits, increases in average retirement ages, health, defense and education spending 
cuts (in.gr, 2010).  
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Moving on, we are about to present how the economic crisis and the strict measures 
taken by Greece’s various governments affect mainly the external environment of 
Greek companies, such as retailing firms and what is the impact on consumers’ 
behavior. 
Greece is characterized by political instability. Since September 2009, the country had 
experienced three early national elections (one of them iterative), more than 50 
deletions and waivers of parliament deputies and finally, it was ruled for six months 
by a cooperative government and for 30 days by a transitional government 
(Tzortzinis, 2012). 
Concerning the economic environment, the GDP rate shrank by about 10% between 
2006 and 2011 (Appendix 5), while the turnover of the retail industry, which 
accurately reflects the evolution of the goods’ market, returned to year’s 2005 levels 
(Appendix 6). Additionally, another basic economic indicator is the unemployment 
rate, which was rocketed from 8,2% to 23,1% between the second quarter of 2007 and 
the second quarter of 2012 (Appendix 7). Furthermore, according to the National 
Statistical Service of Greece (i news.gr, 2012), the domestic consumer spending 
decreased by 12,7% in 2011 (EU’s decreased by 0,2%) mainly because of the 15,6%  
reduction of employees’ salaries and the three consecutive VAT’s increases on the 
first need products that occurred between 03/05/2010 and 28/12/2010 (from 9% to 
13%). 
Socially, the country is characterized by turbulence and as Eurostat reported in 
January 2012, the population that lives at risk of poverty or social exclusion is the 
33% of the total. Moreover, the suicide rate had rocketed by 40% (March 2012) and 
as M. Hasan (2012) wrote: “Austerity is killing Europeans”. Finally, the Hellenic 
Statistical Authority reported that 110,000 Greek companies were gone bankrupted in 
2011 and 20,000 more people had been made homeless.  
According to T.Coombs (2006), an organization is able to manage a crisis situation by 
implementing a set of actions in order to face crisis and reduce its harmful effects.  
 
Through our research, we attempt to identify what adjustments and adaptations have 
to be done through the strategy formulation process in order to realize how an 
organization can manage the previous mentioned new “born” criteria and state 
proposal methods in order for it to survive and grow within a continuously transitional 
environment. 
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2.7 Related literature research 
Several scholars (Pettigrew, 1992; Mintzberg & Lampel, 1999; Dess & Lumpkin, 
2009); have argued that the empirical studies regarding the strategy formulation 
process have mainly focused on two main streams of research. These are the 
relationships between: 
A) A firm’s strategy formulation process and its performance, and 
B) A firm’s strategy content and its performance.  
According to Dess & Lumpkin (2009), there is still a lack of coherence to the 
theoretical and empirical contributions based on findings of previous studies.  
More specifically, regarding the retail strategy literature, only a limited number of 
empirical studies that have examined the strategic behavior in retailing from an 
empirical standpoint are identifiable (Alexander and Veliyath, 1993). Researchers 
have utilized approaches that focus on a specific component or strategy level to form 
strategic types and the majority of the cases addresses the correlation with the firm’s 
performance (e.g. Conant et al., 1993; McGee and Petersen, 2000).  
A small number of researchers (Walters and Knee, 1989; Park and Mason, 1990) have 
adapted Ansoff’s (1957) approach to the retail sector, which is related with strategies 
like integration, market development, penetration, and diversification. However, the 
majority of the studies focus on the business level (generic) strategies, which are 
based on the strategic positioning theory and researchers have applied them to the 
retail context (e.g. McGee, 1987; Wortzel, 1987; Dwyer and Oh, 1988; Helms et al., 
1992).  These researchers have considered retailers’ strategic options in terms of cost, 
differentiation and focus. However, these scholars realized that those strategies have 
to be adjusted in the retail context taking the form of price leadership, sales service 
and merchandise differentiation and service augmentation as alternative strategies. 
An alternative stream of research has considered strategic groups of retailers in 
industry structure studies. This concept identifies groups of firms in an industry that 
compete with each other and they are grouped based on similarities in their scope of 
activities and resources (Morschetta et al., 2006). Morchetta et al. (2006) applied 
generic strategies into 176 German and Austrian food retailers using clusters and 
revealed that the three generic strategic that are effective in retailing are price 
leadership, service differentiation and convenience. 
Another study developed by Lewis and Thomas (1990) regarding the linkage between 
strategy types, strategic groups and performance of the UK retail context, revealed 
that the UK  retailers could be grouped in clusters based on strategy variables like 
number of stores, average size of stores, advertising expenditures/sales, number of 
food lines and proportion of own-label lines show a little correlation with 
performance variables like return on sales, return on capital employed and weighted 
index of growth in the price to earnings ratio. 
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2.8 Literature review gap 
Based on the above analysis of the existing streams of research, it is obvious that there 
are literature gaps with regard to the general area of strategy formulation, as well as 
with regard to the retail sector. 
As far as the strategy formulation process is concerned, the studies which were 
mentioned above use quantitative methodologies (especially hypothesis testing) in 
order to identify the correlation between a firm’s strategy formulation process and its 
performance, and a firm’s strategy content and its performance. For instance Spillan 
and Parnell (2011) examined the correlation between the business-level strategy 
formulation and performance in the Guatemalan retail context revealed the high 
correlation between appropriate strategy formulation and superior financial 
performance. Another study that has used hypothesis testing and that is related to 
strategy formulation pertains to the examination of the relationship between culture 
and strategy formulation. The scholars (Struwig and Smith, 2002), after having 
examined 3000 North African firms, realized that there is a statistically significant 
relationship between aligning culture to strategy formulation in order to achieve 
superior performance. 
With reference to the retail strategy literature, it is apparent that except for the 
examination of the components or the strategy’s levels, there is lack of empirical 
studies that appraise the components of strategy formulation as a process. 
Taking into account the lack of qualitative studies with respect to the strategy 
formulation in retailing, we realize that there is quite a gap to fill in.  
Moreover, regarding the Greek retail context, further examination of the strategy 
formulation process and the effects of the financial crisis on it, are considered as 
critical to consider and examine. 
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3. Methodology 
A conducted research may take various types of forms, such as a case study, an action 
research or a survey. The following reasons determined our decision to conduct a case 
study, which is an appropriate and convincing method of collecting qualitative data. 
According to Robson (2002), who identifies them as research strategies that stress the 
use of multiple sources of evidence, we are based on the following definition: 
 “A strategy for doing research which involves an empirical investigation of a 
particular contemporary phenomenon within its real life context using multiple 
sources of evidence” (Robson, 2002, p. 178, cited in Saunders et al., 2007, p. 139). 
Furthermore, the main reason of our choice is that the case studies have the strength to 
investigate in depth and examine new hypotheses, are flexible and last but not least, 
have the ability to reveal hidden features.  
The researcher is able to use combinations of data collection tools and methods, like 
in - depth interviews, observations and questionnaires. We strongly believe that the 
chosen methodological approach influences data’s quality, so we decided carefully 
that the appropriate main data collection method for our research is to conduct a 
number of in-depth interviews.  
In accordance with Boyce and Neale (2006), “In – depth interviewing is a qualitative 
research technique that involves conducting intensive individual interviews with a 
small number of respondents, to explore their perspectives on a particular idea, 
program or situation”. 
Based on the discussion presented above and on the fact that the appropriate research 
type is a key success factor that determines the findings and the conclusion of the 
empirical research, a qualitative approach has been chosen. Its objective is to identify 
the implemented components of the strategy formulation process in the food retail 
sector, their effectiveness and the perspectives before and during the financial crisis 
period. Thus, only through developing a series of in depth interviews with top - level 
managers we would be able to produce comprehensive information which are 
essential for the issue under examination. 
Qualitative research describes situations and phenomena while it captures detailed 
insights and contributes in the understanding of the research object (Hair et al., 2007). 
It is characterized by two major advantages: 
A) Flexibility. Researchers have the ability to adapt during the interview and 
elaborate closely with the interviewee and 
B) Ability to provide complex descriptions of human experiences, feelings and 
ideas for a researched issue (Mack et al., 2005) 
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On the other hand, quantitative research methods are characterized by a great level of 
formality and inflexibility. Quantitative research is identical to address phenomena in 
terms of quantity of amount (Kothari, 2004). The inabilities of the quantitative 
method to provide insights regarding the strategy formulation process lead us to reject 
this method and to develop the qualitative form of research. 
According to Kvale (1996), an in-depth interview in order to be efficient should 
follow a specific process which includes seven stages: thematizing, designing, 
interviewing, transcribing, analyzing, verifying and reporting. 
Through this process, we assure as interviewers that we follow the appropriate ethical 
guidelines, we protect the participants’ confidentiality and we assured all the 
respondents that their anonymity, if they desire it, would be maintained. Those 
methods are to protect participant’s rights and can be achieved if the provided 
information doesn’t reveal their identity.  
 
This dissertation consists of primary and secondary data collection and analysis. 
Primary data 
Primary data pertain to the types of information which are gathered at first-hand by 
the researcher, designed and collected for a specific research and are essential in order 
to answer the research questions (Saunders et al., 2003; Hair et al., 2007). According 
to Saunders (2003), interviews and questionnaires are essential for the collection of 
valid and reliable data. For the accomplishment of the purpose of this dissertation, in 
depth interviews have been conducted with the use of structured open-ended 
questions, adjusted from various related studies in the literature. Saunders (2003) 
argues that open-ended questions allow the interviewees to express experiences in 
their own words.  
 
Sample 
The primary data were collected by conducting in-depth interviews with two upper-
level managers of Masoutis D. Supermarkets SA and of AB Vasilopoulos SA, who 
have a significant participation in their companies’ strategy formulation processes. 
The interviewees were selected because they were capable to respond to our questions 
and they have overall business knowledge with regard to the industry and their firms 
and the experience to assist in our research. Three of the respondents are men and one 
is female, all of them aged between 35 and 55 years old and lastly, they work in 
Athens and Thessaloniki, Greece. 
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Research process  
The interviews occurred within a period of two weeks and the interviewees were 
notified about the topic and purpose of the study. Both interviews with Masoutis’ 
managers and AB Vasilopoulos’ manager were conducted in the company’s facilities. 
The whole duration of each interview lasted for almost one hour.  
During the interview process we were keeping notes and after it, we summarized our 
data. Following on, we sent the answers back with an e-mail to the interviewee in 
order to confirm them. 
Questionnaire 
The constructed questionnaire (Appendix 12) includes a wide range of open- ended 
questions adapted from the work of Stonisch & Wernecke (1982) and from Homburg, 
Hoyer & Fassnacht (2002). Both sources have developed questionnaires with closed-
ended questions using the Likert scale (Likert, 1932). We have adjusted those 
questions to our research’s requirements and specific context. 
The questions were based on the literature review part and they were developed in 
order to give us information about the components of the strategy formulation process 
and the correlation that they have with the company’s performance. 
Secondary data 
According to Hair (2007) secondary data are not gathered directly and purposefully 
for a specific research but they act as a clear and comprehensive basis for the 
accomplishment of the dissertation. Hence in order to identify the effectiveness of the 
components of the strategy formulation process of the two researched companies, we 
will combine the in-depth interviews’ primary data with the secondary data that will 
be produced by the annual reports of the two companies, ICAP’s sectorial studies and 
several reliable studies of valid databases (e.g. EMERALD). The annual reports will 
be used as a frame of reference for the financial performance of the two companies 
and for the identification of their mission and vision statements. ICAP’s sectorial 
studies will assist in the determination of the food retail sector’s competitiveness in 
order to understand in-depth the companies’ competitive context. 
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4. Data Analysis 
In this section, the in – depth interviews that were realized are presented and 
analyzed. Furthermore, combined with the primary data obtained through the 
interview, a secondary data analysis takes place in order to provide a more complete 
and validated image. 
Moreover, the collection of facts presented below is based on reliable sources and 
every measurement or information which is presented emerged either from the 
authors’ research or from the experts’ responses. Last but not least, we have to 
mention that the four interviewees are upper – level managers of two of the five 
largest retail groups of the Greek supermarket sector, according to the market share 
and they prefer to maintain their anonymity and not to reveal their identity. 
Besides, anonymity and confidentiality of all information obtained, constituted a 
condition on part of the authors to all participants before the study took place, as 
already mentioned at the methodology section. 
The four topics that have been discussed through our questions regarded: a) The 
effects of the economic crisis on the Greek supermarket retail sector, b) the 
components of the strategy formulation process, c) the strategies’ generation and their 
linkage with the organizations’ performance and d) personal predictions and future 
perspectives regarding the Greek supermarket retail sector. 
4.1 Primary Data Analysis 
Interviewee 1: The respondent is male and an upper – level manager of AB 
Vasilopoulos SA, in Athens (Please see Appendix 13, Interview 1). 
Regarding the first question, the respondent characterized the food retail sector as 
highly resistant to the vibrations which were resulted by the economic debt crisis. He 
justified his position based on the nature and on the essentiality of the majority of the 
products which are being traded (food products) by the supermarkets. On the contrary, 
the basic characteristics of the sector, which are the capital-intensiveness, the low 
profit margin and the high operational costs, made it very vulnerable during the 
financial crisis to even small quantitative variations or declines.   
Regarding the second question, the respondent replied that the company develops and 
continuously follows a formal strategy formulation process which is called “strategic 
dialogue” and it is applied to all of the group’s subsidiaries worldwide. 
With regard to the third question, the respondent stated that the company’s mission 
and vision statements were conducted two years ago with the participation of 
managers from various hierarchical levels from all over the group’s subsidiaries 
worldwide and with external consultant assistance. Their main characteristic is the 
expression of the company’s extraversion and through this procedure, the result was 
satisfactory as the company achieved to inspire and create new motives to its 
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employees. The statements’ long – term central idea is not influenced by the 
economic crisis. 
Following on, the interviewee stated that the company sets long – term goals in a 
decade period, which act more like a vision for the company and they weren’t 
influenced by the economic crisis, unlikely the short – term quantitative goals were 
influenced by the general prevailing uncertainty. 
Concerning the fifth question, the respondent explained that the company develops a 
structured framework in order to analyze its external environment by describing the 
procedure and the usage of various tools, like PESTEL analysis and Porter’s five 
forces model. Moreover, they place the economic debt crisis and its consequences as 
major external threats. 
Moving on, the interviewee quoted the corresponding structured process for the 
internal environment and the usage of SWOT analysis and internal evaluation 
matrices. The answerer mentioned as the company’s core competencies the quality, 
the variety of the product lines, the service and the buying experience that they offer 
to their customers and he closes the answer by stating that crisis affects the way that 
they evaluate company’s strengths and weaknesses. 
According to the seven question, the respondent stated that the company’s strategic 
decisions are made by taking into consideration both quantitative and qualitative data. 
Regarding the eighth question, the interviewee explained that the company relies on a 
combination of corporate strategies and that the philosophy which they follow is 
called “organic growth”. The main tactics that this term expresses have as a result not 
only the expansion into new markets, but also the maintenance of their already 
achieved market share. The answerer stressed that the company follows a specific 
strategic plan and that crisis is still not a barrier for their upcoming growth. 
Following on, the respondent believes, that as the metrics show, the company’s 
financial performance and non – financial effectiveness show more than satisfactory 
results. 
The interviewee characterized the company’s competitive strategy as “hybrid” and he 
forecasted that are positive perspectives about the sector’s future because of the 
tremendous large and untapped part of the “pie”. Last but not least, the respondent 
noted the criticality of few factors according to the sector’s future, like the 
consolidation of the large companies and the number of the firms that are going to 
survive and his conclusion is that “the key in order to survive is the effective strategic 
planning”.  
 
 
 28 
 
Interviewee 2: The respondent is male and an upper – level manager of AB 
Vasilopoulos SA, in Athens (Please see Appendix 13, Interview 2). 
To begin with the first question, the respondent characterized the Greek supermarket 
retail sector and especially, the food products’ sector, as less influenced by the general 
economic conditions comparing with other industries. Although, the answerer stated 
the tremendous decline of their revenues and he mentions that the economic crisis 
combined with the consolidation of various companies in the market, as also as with 
the dynamic presence of international players are critical factors for the development 
of the industry in the coming years. 
Regarding the second question, the interviewee supported that the company follows a 
well – organized structure in order to formulate strategies through the “strategic 
dialogue” process. The interviewee explained that the developed strategies come as a 
result of their short, middle and long – term objectives which they derived from a 
continuous internal and external environmental analysis. 
With regard to the third question, the respondent characterized their mission and 
vision statements as representatives of their company’s culture and philosophy, as 
they include the two basic axes which are the “customers” and the “shareholders”. 
Furthermore, he stated that the statements are the result of collective thoughts and of 
intensive teamwork efforts. To conclude, the respondent believes that the statements 
are still topical and they do not need changing because of the prevailing economic 
conditions and he also thinks, that they helped to the team spirit’s improvement and to 
the strengthen of company’s shared vision and scope.  
Following on, the interviewee answered that the company develops three years 
duration and ten years duration objectives. Moreover, except from their timeframe’s 
implementation, they also differ because the first objectives are pure quantitative 
while the second ones are qualitative. Furthermore, he claims that the achieving of the 
short – term objectives will lead to the long – term goals satisfaction, which show 
them how they can expand and diversify in the future. The criteria that they take into 
consideration during the objectives determination come from the analysis of the 
internal and external environmental factors. Finally, the respondent stated that they 
have not changed yet the philosophy of their strategic objectives despite the fact that 
crisis made them face the future with greater pessimism and uncertainty. 
Concerning the fifth question, the respondent explained that the company utilizes a 
formal and structured framework in order to perform the external audit, by using tools 
like the PESTEL analysis and the Porter’s five forces model for their competitors’ 
evaluation. Additionally, the interviewee mentioned that as a last step of the external 
audit’s development, they multiply the resulted factors according to their importance. 
Last but not least, the economic debt crisis is estimated as an ultimate threat. 
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Moving on, the interviewee referred to the well – organized and structured procedure 
that they follow as a company in order to develop the internal environmental analysis, 
by using the SWOT analysis and internal factor evaluation matrices. Furthermore, the 
respondent mentioned hierarchically the company’s core competencies as following: 
a) Customers’ offered buying experience, b) company’s financial health and c) 
products’ great variety and high quality. Last but not least, the answerer admitted that 
crisis influenced them in order to perform more productive and systematic according 
to the internal and external stimulus. 
To continue with, the respondent stated that they use as a company similar with the 
QSP matrix, metric tools. Additionally, he answered that they implement a mixture of 
intensive and diversification types of strategies which help them to expand their 
network geographically. To be more specific, the interviewee quoted methods like 
franchising, acquisitions and investments based on their own equity. He made a 
particular reference to the importance of supporting and improving the already 
existing stores’ network and the delivered services. Finally, the manager mentioned 
that despite Carrefour’s retrenchment, they will follow their strategy which is 
consistent with their philosophy and their programming. 
According to the ninth question, the interviewee characterized the company’s 
financial and non – financial results more than efficient. Furthermore, the respondent 
explained that these results came from the company’s implemented “organic growth” 
strategy and their effective financial administration. The manager believes that crucial 
factors to their success are the following: a) stores’ network, b) supply chain’s 
efficiency and c) merchandising’s effectiveness. 
The respondent categorized the company’s competitive strategy to the “hybrid” ones 
because they combine product differentiation with value for money products. Last but 
not least, the interviewee believes that the Greek supermarket retail sector is 
extremely dynamic and he predicts significant changes in the coming years according 
to the image and the size of the sector. Moreover, the respondent stated that the 
establishment of new distribution channels (on – line and direct disposal channels) is 
considered as necessary. Finally, the interviewee characterized the “effective strategy 
formulation” as an essential ingredient of success. 
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Interviewee 3: The respondent is male and an upper – level manager of D. Masoutis 
SA, in Thessaloniki (Please see Appendix 13, Interview 3). 
Regarding the first question, the respondent admitted that the supermarket retail sector 
is dramatically influenced by the economic crisis. The interviewee explained the 
existence of transparent correlations between consumers’ incomes and consumption 
rates and the food retail sector. The manager stated that those figures are interrelated 
and as a result, their reduction is proportional. 
With regard to the second question, the respondent answered that the company’s 
strategy formulation process is based on a typical process. Furthermore, the 
interviewee explained that the above mentioned process comes as an outcome of 
conducted meetings between senior level managers who analyze the factors that 
influence their company’s performance. Following on, every manager adapts and 
evaluates the findings according to the degree of influence that they have on his / her 
department. Moreover, the respondent mentioned that they set realistic and 
challenging goals based on the current and the forecasted situation of the market. 
Concerning the third question, the interviewee believes that the company’s vision and 
mission statements are essential for their existence and growth. Moreover, the 
respondent answered that the mission statement includes all the fundamental 
components and the vision statement is clearly stated and concise. Furthermore, the 
manager explained that the company did not encourage the participation of various 
level managers in the statements’ development and additionally, recognized the 
statements’ motivational and inspirational effects which they have on the company’s 
personnel. Finally, the manager characterized as inappropriate the reformulation of 
the statements due to crisis. 
Following on, the respondent answered that the company categorizes its objectives to 
the annual and the three years duration ones.  The criteria by which they decide the 
objectives’ establishment are the industry’s and the total economy’s general figures, 
as also as the potential actions of their competitors. Last but not least, the manager 
admitted that because of the general economic conditions they are not as offensive 
and optimistic as they would like to be. 
According to the fifth question, the respondent stated that their framework in order to 
perform the external audit includes the following steps: a) Conducting effective 
managerial meetings, b) evaluation of the external environment and c) departmental 
examination of the factors which affect their operations. Moreover, the interviewee 
added that they do not use tools like EFE matrix or PESTEL analysis and he 
concluded by mentioning the great importance that the economic crisis has and the 
extent to which they estimated it as a threat. 
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Regarding the sixth question, the interviewee stated that every department’s manager 
is responsible in order to evaluate the strengths and weaknesses and to develop the 
appropriate internal assessment. According to the company’s core competencies the 
respondent mentioned the following: a) company’s financial health, b) extensive 
stores’ network and c) company’s Greek – centric fame. Finally, the manager 
responded that they are not going to change their internal environment’s evaluation 
because of crisis. 
With regard to the seventh question, the respondent answered that they do not use 
metric tools such as the quantitative scoring point matrix. 
According to the eighth question, the interviewee characterized his company’s 
corporate types of strategies as offensive. Furthermore, the respondent gave examples 
of investments and mentioned the aggressive philosophy that they have as a company. 
Concerning the ninth question, the respondent characterized the company’s efforts as 
totally successive and he based his opinion on the metrics and the measurements that 
prove it.  
Following on, the respondent categorized his company’s competitive strategy to the 
“hybrid” ones because it offers a combination of premium and value – for – money 
quality products. Last but not least, the interviewee referred to the company’s effort in 
order to present as low operational costs as possible. 
Finally, the respondent believes that the economic crisis has already established new 
criteria and is about to change the map of the industry. Moreover, the interviewee 
predicted that the expansion of the economic healthier companies through investments 
and acquisitions is proved. Last but not least, according to the respondent’s opinion, 
the prevailing conditions are ideal in order to grow by allocating effectively the 
resources and acting strategically. 
 
 
 
 
 
 
 
 
 
 32 
 
Interviewee 4: The respondent is female and an upper – level manager of D. Masoutis 
SA, in Thessaloniki (Please see Appendix 13, Interview 4). 
Concerning the first question, the respondent answered that crisis is a plague for the 
supermarket retail sector and generally, for the Greek economy. Additionally, the 
interviewee cited examples of retrenchments and acquisitions that occurred to the 
industry and likened the current season with resources – war period. 
Regarding the second question, the interviewee replied that they develop the most 
suitable processes and tactics according to the company’s goals and philosophy. 
Moreover, the respondent believes that managers have to anticipate the environmental 
changes and take the appropriate decisions without entrapped into specific channels. 
According to the third question, the respondent stated how critical is for every 
company to develop mission and vision statements. The interviewee responded that 
they have included all the fundamental parts into their statements’ development and 
admitted that they had not involved all the managerial levels. Moreover, the manager 
accepted that the statements inspired the company’s personnel and she does not 
believe that there is a need to reexamine and reformulate the statements due to crisis. 
Following on, the interviewee answered that they set three years duration long – term 
objectives and the criteria that they consider in order to determine them are the 
following: a) potential expansions, b) potential mergers and acquisitions and c) sales 
and profit targets. 
With regard to the fifth question, the respondent replied that they do not follow a strict 
process, but every manager is responsible in order to examine the external and 
internal environmental elements which affect his / her department and then present 
them, before the establishment of the annual and long – term objectives. Additionally, 
the interviewee admitted that economic crisis is an ultimate threat which is 
responsible for rapid and continuous upheavals. 
According to the internal assessment, the interviewee answered that they evaluate the 
strengths and weaknesses of every department by categorizing them according to their 
importance. With regard to the company’s competencies, the respondent mentioned 
the customers’ loyalty, the firm’s quality products and the group’s financial health. 
Last but not least, the manager admitted that crisis affected them in order to be more 
efficient and constrained them to augment even more their strengths. 
Concerning the seventh question, the interviewee replied that they do not use such a 
metric tool. 
Moving on, the interviewee characterized the implemented types of strategies as 
offensive. Furthermore, the respondent explained that they implement combinations 
of strategies which have targets like market expansion and market penetration. 
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Furthermore, the respondent stated used methods and tactics such as intensive 
marketing efforts, product development ventures and undertaking acquisitions. 
Additionally, the manager clarified that the company’s main purpose is to maintain its 
leading position in Northern Greece. Finally, the interviewee answered that crisis did 
not change their strategic plan and explained that their strategies are characterized by 
a more visionary spirit. 
According to the effectiveness of the company’s strategy, the interviewee replied that 
she is more than satisfied and optimistic about the company’s present and future, 
respectively. Manager’s answer was based on the previous year’s organization’s 
metrics and financial results.  
Concerning the tenth question, the respondent categorized the company’s competitive 
strategy to the “hybrid” ones. Furthermore, the interviewee predicted the development 
of new distribution channels (on – line shopping) and new retail concepts for the 
supermarket industry. Although, the manager stated that the traditional food retailing 
will maintain its leading position and she believes that “the food retailers who will 
anticipate the changes and formulate the appropriate strategies” will have the ability 
to increase their profits and their market share. 
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4.2 Secondary Data Analysis 
Secondary data is already existing data obtained by other sources for purpose other 
than the problem in hand (Sekaran, 2003). In this part, secondary data analysis will 
help us to interpret and enrich the primary data collection results and will provide us 
with valid information, which otherwise would be impossible for any individual 
researchers to collect on their own.   
The obtained information is related with the components of the strategy formulation 
process and concerns various Greek supermarket organizations as well as the industry 
itself. 
Additionally, it would be examined the organizational performance in order to be 
evaluated the firms’ strategic effectiveness, utilizing the financial metrics according to 
Chakravarthy’s research (1986). Those ratios are: 
 a) return on sales b) profit margin c) return on assets  
 
4.2.1 Vision and Mission Statements 
We have already stated the importance of vision and mission statements (p.8) and we 
are about to present the statements of the first six supermarkets that concentrate the 
highest market shares (Appendix 9), as described in their financial balance sheets and 
their official websites. 
 Carrefour Marinopoulos SA  
Vision: “To recognize and trust us, because we help our consumers to enjoy a better 
quality of life, everyday” (Carrefour, 2012). 
Mission – Beliefs: “Our consumers are placed at the focal point / Purchasing in 
Carrefour is simple, pleasant and economic / We please our clients by offering them 
value for money products of Carrefour quality / Our products are characterized by 
competitive prices and they respond to our clients’ needs / We satisfy our clients 
anywhere and anytime / We have to make Carrefour the brand which will touch our 
clients heart / We have desire to success in every market and our goal is to lead in the 
development / We evolve and inspire our people in order to become the best possible: 
Happy employees ensure happy customers / We develop favorable relations with 
shareholders and key partners in order to achieve mutual continued success / We 
promote a dynamic development for everyone” (Carrefour, 2012). 
 AB Vasilopoulos SA 
Vision: “Nutritious, healthy, safe, affordable and sustainable. Together, we deliver the 
best of Delhaize for life” (AB Vasilopoulos, 2012). 
Mission: “Together, we aspire to improve the quality of life for our customers, 
partners and for the communities in which we operate consistently / Together, we 
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deliver various nutritious, healthy and safe products and services in competitive prices 
/ We maintain relationships with our colleagues across the group / We cultivate our 
company’s talents and we are pioneers / We support, respect, inspired and inspiring 
from our colleagues” (AB Vasilopoulos, 2012). 
 
 Sklavenitis I. & S. AEE 
There is no official website and any available source in order to be briefed about the 
vision and mission statement of the organization. 
 LIDL Hellas 
Mission: “We are a successful chain of grocery stores, expanding strongly throughout 
Europe and beyond its borders. Simplicity is the cornerstone of our success and the 
benchmark for all our operations and work processes. We buy and sell with the aim of 
offering our customers every day top quality products at the lowest possible price.” 
(Lidl UK, 2012) 
 Veropouloi Afoi AEBE 
There is no vision or mission statement. 
 Masoutis D. Supermarket SA 
Vision: “Masoutis company bases its strategy in order to maintain its leading position 
in the retail sector of Northern Greece. Furthermore, aims to maintain its position 
within the first five all over Greece” (Masoutis, 2012).  
Mission: “To anticipate and satisfy our customers’ needs and desires / To deliver 
satisfactory working conditions for our employees / To keep open our communication 
channels with the consumers / To promote Greek products / To maintain our high 
service level / To maintain relationships with our suppliers / To maintain our high 
social and environmental standards / Key success factor for the company is 
technology” (Masoutis, 2012). 
4.2.2 The Upheavals of the Greek Debt Crisis   
According to a research which was conducted by the Economic School of  University 
of Athens (UOA) (2011), the average monthly household expenditure (shopping 
basket) is estimated at €334 (2011) reduced by 3.4% compared to 2010 (24h.gr, 
2012). Consumers changed their purchasing behavior and spend less even for first – 
need products (Appendix 10). Furthermore, according to ICAP’s sectorial study 
(2011), food and beverages occupy the 75% of supermarkets’ total sales. 
Based on the same study, we observe a dynamic development of the private label 
products. To be more specific, private label products’ sales showed a continuously 
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annual increasing trend equal to 12% between 2007 and 2010 (ICAP, 2011). 
Moreover, their penetration rate to the total sales of the industry was 19% in 2011 
(ICAP, 2011). According to Nielsen company’s research (2012), private label 
products’ sales increased by 5.3% between the first six months of 2012 (01/12 – 
06/12) and the same period of 2011 (€676 mil. against €642 mil.). 
 
Following on, we will present the consequences that the new established criteria 
imposed on the Greek supermarket retail sector.  
Firstly, the sales revenue progress of the industry decreased dramatically (Appendix 
1), as also as, the fiscal year 2010 it was the first that showed a negative rate of 
change for the market size of the Greek retail industry (Appendix 4). According to 
Nielsen company’s research (2012), supermarkets’ sales declined by 5% from 
06/2011 to 06/2012 (€4.37 bil. against €4.15 bil.). This is an indicator which shows 
that the slump will continue and it is reinforced by ICAP Group’s estimations for the 
following year (Appendix 4). 
Furthermore, the comparison of the industry’s financial results, which they emerge 
from the analysis of specific financial indicators (consolidated balance sheet of more 
than 80 companies), show the following inversely proportional to the duration (2006 – 
2010) results (ICAP Group sectorial studies from 2007 to 2011): 
From 2006 to 2007, the profitability of the industry showed a decline of 1.68% while 
in 2010, industry’s profitability sunk for about 84.1% and the 130 companies of the 
industry shared profits before taxes equal to €16 mil. (2010) against previous year’s 
€137,2 mil. Moreover, EBITDA (Earnings before interest, taxes, depreciation and 
amortization) rate showed a decline equal to 4.15% from 2006 to 2007 and the 
following year an extra reduction of 3.89%. On the contrary, between 2009 and 2010, 
the rate collapsed as it fell by 32.6% (ICAP Group 2011). Last but not least, few 
additional financial indicators that show how the economic crisis affected the retail 
sector, especially in 2010, which is the last year that we found complete data, are the 
following: 
 Current liabilities increased by 8.6%. 
 Long – term liabilities and predictions increased by 17.7%. 
 Industry’s firms equity decreased by 4.7%. 
Despite the above factors and besides Stamatina Panteleou’s (Executive Director of 
ICAP’s economic sectorial studies) beliefs, who stated that “the economic crisis 
affected more than negatively the supermarket retail industry which is one of the most 
“tough” industries of the Greek economy”, a research which was conducted by 
Leonidas Koumakis (2012) revealed that during 2011, ten of the biggest supermarket 
retail groups had invested almost €200 mil. in order to expand their stores’ network 
(Appendix 11). 
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4.2.3 Porter’s Five Forces Model 
Michael Porter’s five forces model (2008) is an analytical tool, which includes five 
variables that according to Porter determine the “attractiveness” of an industry or a 
market, always in terms of profitability. The following analysis defines a framework 
for the Greek supermarket retail industry and will provide us with useful information 
about the total following business strategic proceeding of the examined sector’s 
companies.  
 
Figure 4: Porter’s Five Forces Model 
 
Source: Karagiannopoulos, Georgopoulos & Nikolopoulos (2005) 
 
Firstly, we present the summary and continue with our further analysis that drove us 
to these results: 
 Extent of Competitive Rivalry: High 
 Threat of Potential New Entrants: Low 
 Threat of Substitutes: Moderate 
 The Bargaining Power of Suppliers: Low 
 The Bargaining Power of Buyers: Moderate to High 
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A. Rivalry among existing firms 
Supermarket industry is characterized by homogeneity and different companies’ 
products are low - level differentiated among them (Ellickson, 2004). These 
characteristics drive to a consolidated industry (Ellickson, 2004). Furthermore, the 
Greek supermarket retail sector is characterized by an extremely high level of market 
share concentration (ICAP, 2010) and the fact that the six largest companies 
concentrate 63.1% of the industry’s market share (as you can see in Appendix 9) 
confirm this. 
Companies compete against each other in terms of product – pricing and implement 
practices of aggressive promotional activities, discounts, extra services mixed with a 
range of products (Mintel, 2010), in order to gain a higher market share and the result 
is slow growth and demand’s reduction. Furthermore, nowadays and due to the 
existing economic depression and the imposed austerity packages, profitability 
decline and sales reduction are more than obvious (Appendixes 1 and 4) and as a 
result, plenty of the “small” players are acquired by the major ones (Appendix 3) or 
merged with them in order to feel more secure.  
B. Potential new entrants 
The factors that lead us to decide that the threat of potential new entrants is low are 
the following: 
First, as mentioned above, appear the existing high competition level and the high 
level of market share concentration. Additionally, high entrance capital requirements 
and strong exit barriers. Vital factors in order to establish a new born company are 
high investment in properties, development of distribution channels and inventories 
(warehouses). Moreover, there is an already existing great number of supermarket 
stores (appendix 11) and most of them are located in short distances. Last but not 
least, the market is based on economies of scale which have to be achieved on factors 
like pricing and efficiency in order for companies to be competitive. 
C. Threat of Substitutes 
Consumers have the ability of substitution with other retailers because of the existing 
high competition, specialty shops, like bakeries, grocery stores, butchers or fish shops, 
convenience stores, outlets or delicatessens. Supermarkets’ variety of products and 
services is characterized by price elasticity of demand and their products are not so 
differentiated. Although, supermarkets are characterized by extended hours of 
operation, offer time – saving to their potential customers and usually outweigh in 
terms of product pricing and product variety. On the contrary, smaller store owners 
can create easier people – to – people relationships with their customers and they can 
offer them the ability of purchasing on credit. 
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D. The bargaining power of suppliers 
Large supermarket chains and groups concentrate a great number of products sales, as 
well as a high level of geographical coverage. The supply of their stores is made in 
proportion, so the suppliers (domestic and international) acquire a type of dependence 
and they are rarely able to develop a kind of forward integration strategy. That 
provides supermarkets with the ability to differentiate their pricing policy and the 
terms of sale and credit (ICAP Group, 2011). Last but not least, according to Hill & 
Jones (2008), supermarkets have the ability to compel their suppliers so to suppress 
prices and increase product quality by strengthening the between them competition. 
E. The bargaining power of buyers 
Since the majority of the supermarkets’ range of products and services is 
characterized by low – involvement (Siomkos, 2001) consumers’ buying decisions are 
characterized by low concentration and low switching costs (Moschis, 2012). Buyers 
are many in number and as we mentioned above, they have the choice to seek 
alternative retailers without affecting dramatically their buying decisions in terms of 
price and quality. On the contrary, supermarkets’ responsiveness to their customers’ 
needs is of great importance and as we stated previously, because of the economic 
depression, they have to show flexibility to their customers’ needs (private label 
products, hard discounts, intensive promotional activities and VAT’s absorption). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 40 
 
5. Discussion of findings and Recommendations 
5.1 Discussion of findings 
In this section we will discuss the findings that were extracted by the above primary 
and secondary data analysis concerning the four topics under examination, which are: 
a) The effects of the economic crisis on the Greek supermarket retail sector, b) the 
components of the strategy formulation process, c) the strategies’ generation and their 
linkage with the organizations’ performance and d) personal predictions and future 
perspectives regarding the examined sector. 
Beginning with the analysis of the first category, it is obvious that all the respondents 
admitted that the dramatic changes caused by the economic crisis have influenced 
more than negatively the examined sector. Although, the first manager of AB 
Vasilopoulos SA, claimed that the supermarket retail sector is more resistant to crisis’ 
vibrations compared to other sectors, because of the nature of the traded products 
(necessities). 
Furthermore, all managers underlined the importance of the crisis effects that had as a 
result the reduction of the industry’s sales volume by 5% (2011). The above 
mentioned fact combined with the industry’s low profit margin, creates operational 
abnormalities and remarkable problems. Indeed, the gross margins of the two 
examined companies are 24.62% (AB Vasilopoulos SA) and 22.38% (Masoutis 
D.Supermarkets SA), corresponding to 4.13% and 2.02% net profit margins, 
respectively. As a result, we are able to realize that a 5% reduction in sales can easily 
have serious impacts on the companies’ profit margins.  
Moreover, managers stated that the examined sector is characterized by capital 
intensiveness and high operational costs. According to the first characteristic, 
Appendix 11 verifies them because both companies had invested €153.8 mil. in 
capital expenditures in 2011. Regarding the operational costs, they represent the 74% 
of AB Vasilopoulos SA’s gross margins and the 89.4% of Masoutis. To be more 
specific, 30% of the operational costs refer to depreciation, rents and electricity 
expenditures and if we sum the supply chain costs and the costs for marketing 
activities, we will realize that managers provided us with validate information.  
Another issue that was mentioned and is about to be discussed is the consolidation of 
the food retail market. As previously stated, during the sectorial analysis (please, see 
Appendix 9), 63.1% of the total market share is controlled by the six largest retailers 
(2010) and their strategic movements are determinants for the sector’s future. 
Moreover, the retrenchments of Aldi and Carrefour, as also as the acquisitions of 
firms like Dia and PLUS in the distant past, come in accordance with the previous 
managers’ statement. Finally, if we combine the primary and the secondary data 
findings, we will conclude that the consolidated financial indicators (please see 
Chapter 4.2.2) strengthen the respondents’ statements.  
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To conclude, concerning the crisis effects on the sector, we draw the following 
conclusion which supports that during the economic crisis period, industry’s 
characteristics like the low profit margin, the high operational costs, the resources 
identification and the consolidation of the market, affected the sector in terms of sales 
volume, profit margin and corporate strategic decisions. 
Regarding the findings of the second category, all the managers claimed that they 
adopt a formal and structured process concerning the strategy formulation. Both 
companies follow the structure which consists of the analysis of the external and 
internal environments, objectives’ determination and finally, selection of the most 
appropriate strategy among the alternatives. As we observe, the strategic factors that 
differentiate the two companies are detected to the formulation of some specific 
components and to the usage of particular strategic tools.  
Concerning the mission and vision statements, all the respondents admitted their vital 
role in terms of providing scope, motivation and directions to employees. According 
to the way that they have conducted their statements, the company of AB 
Vasilopoulos SA encouraged the participation of various managerial levels in order to 
increase the company’s departmental interaction. Furthermore, external consultants 
directed them in order to create extravert statements. On the contrary, Masoutis SA 
developed the statements considering only the senior level managers’ beliefs. 
Additionally, both companies formulated their statements recently (1-2 years ago), 
however, their content differs. Finally, the respondents answered that they do not 
consider the statements’ reformulation essential because of crisis.  
Continuing with the discussion of the external and internal assessments, we realize 
significant differences between the examined companies. Firstly, AB Vasilopoulos 
SA implements a typical process by utilizing Porter’s five forces model, PESTEL 
analysis and market research for the external environment’s assessment and SWOT 
analysis and IFE matrix for the internal assessment, respectively. On the other hand, 
Masoutis SA implements qualitative approaches which are resulted by the upper – 
level managers’ beliefs and researches and decided through senior level management 
meetings. Moreover, AB Vasilopoulos provides a quantitative rating to the external 
threats and opportunities, as also as to the internal strengths and weaknesses 
according to their importance. Based on their quantitative combination and 
undertaking all the qualitative factors, managers generate the appropriate strategic 
decisions. On the contrary, Masoutis SA does not develop a typical form of the 
external and internal environments according to the principles of the strategic 
management theory (David, 2011).  
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Despite the fact that all the interviewees considered economic crisis as an ultimate 
threat of great importance, they stated that it has not influenced the nature of their 
processes yet, although, it forced them to take more responsible decisions and act 
more tactically in order to overcome their companies’ weaknesses immediately and to 
maximize the internal strengths’ effectiveness. The above movements will enforce 
them in order to oppose the arising external threats, as also to exploit the upcoming 
opportunities.  
With regard to the long-term objectives’ determination, both companies set a three 
year duration strategic quantitative objectives. Additionally, AB Vasilopoulos SA 
develops a ten years duration qualitative strategic plan, which directs the company 
inspirationally. Finally, crisis influenced the companies’ long-term objectives by 
pressuring their personnel in order to adjust the annual objectives to the constantly 
changing external environment. 
To sum up, we conclude that the crisis has affected significantly the external 
environment of the examined companies and highlighted their weaknesses, although, 
they did not change entirely the implementation of the strategy formulation process 
and they did not readjust their processes, but they are performing the process’ content 
more strategically and tactically (efficient allocation of resources and maximization of 
strengths exploitation). Moreover, we could state that the examined companies 
develop the strategy formulation process by following common steps (same structure) 
but the formulation of them differs considerably. To be more specific, AB 
Vasilopoulos’ SA process is remarkably more formal than Masoutis’. At this point, 
we should mention that AB Vasilopoulos established a strategic planning department 
in order to undertake and organize the components of the strategy process, while 
Masoutis develops the process through the various departmental senior managers.  
Concerning the findings of the third category, both companies rely on a combination 
of strategies which comprising intensive, integration and diversification types of 
strategies.  
Intensive strategies contain:  
Market expansion: Introduction of new stores in order to expand their network and 
cover a larger geographical part of the market. Analytically, AB Vasilopoulos SA 
launched 28 new stores in 2011, while Masoutis SA established 29, respectively. 
Market penetration in order to penetrate into the current saturated markets. 
Product development: Both companies have augmented their product portfolios by 
adding new private label product codes (UPC) in order to attract the price – sensitive 
customers.  
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The integration strategies include: 
Horizontal integration: AB Vasilopoulos SA and Masoutis D. Supermarkets SA 
followed during the previous years tactics such as acquisitions and absorptions of 
industry related companies (Please see appendix 3). 
The diversification strategies include: 
Related diversification: AB Vasilopoulos SA followed a type of related diversification 
strategy by developing its convenience stores’ concept.  
Regarding the competitive strategies, we could state that the examined companies are 
positioned in the market without striving to differentiate from rival companies / 
competitors in terms of a specific competence (e.g. cost leadership).  
AB Vasilopoulos’ major strengths, as the respondents answered, are the premium 
quality products and their variety, as also as the company’s financial health. 
Additionally, two more competences are the delivered customer service and the 
exceptional buying experience that the company offers inside its stores. On the other 
side, Masoutis SA is characterized by its products’ quality, customers’ loyalty and its 
Greek – centric brand name. Moreover, the major competence of the firm is the 
developed and expanded stores’ network in Northern Greece. 
Based on the above, we conclude that both companies focus on their competences 
while trying to maximize their value chains, simultaneously. Hence, we claim that the 
examined companies’ strategies can be characterized as “hybrid” strategies.  
According to the organizations’ performance, we have to discuss the companies’ 
financial performances in order to evaluate their strategies’ effectiveness. Despite the 
fact that our research cannot be characterized as a holistic approach regarding the 
organizational performance, due to the fact that we will not utilize financial and non – 
financial metrics, it can be considered as an indicator of the companies’ strategic 
effectiveness.  
Table 1. Return on Sales 
 
 
 
 
 
By analyzing the “return on sales” ratio, we conclude that both companies show a 
stable performance regarding the net income which is produced by the firms’ sales. 
The interpretation of the above figures, between the fiscal years 2008 and 2011, 
Year AB Vassilopoulos Masoutis
2011 3,4 2,3
2010 3,47 2,4
2009 3,54 2,5
2008 3,06 3,05
Return on sales (%)
Source: Amadeus database, Corporate Annual Reports
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showed that despite the negative influence of crisis on the sector’s sales volume, the 
administrative decisions which were taken by the companies’ managers regarding the 
costs of goods sold and the companies’ operating expenses were the appropriate in 
order to maintain the proportion between sales and net income. Moreover, we are able 
to realize the managerial superiority of AB Vasilopoulos’ personnel comparing to 
Masoutis. 
Table 2. Return on assets 
                                                     
   
 
 
 
 
By analyzing the “return on assets” ratio, we are able to draw extremely valuable 
conclusions because we have the ability to reveal the companies’ network / assets 
performance. After the analysis, we will be in the position to reveal the relationship 
between the net income and the stores’ network. It is obvious that AB Vassilopoulos’ 
assets produce twice higher net income than Masoutis’. Moreover, after the 
examination of the ratio’s historical trend, we can state that AB Vassilopoulos SA has 
shown modest variations between the fiscal years 2008 and 2011 (economic crisis 
period), while Masoutis has presented a remarkable decline in its return.  
The importance of the specific ratio results from the fact that it refers to strategic 
investment decisions. Between the fiscal years 2009 and 2011, both companies 
invested in assets by establishing or renovating stores. The presented results that 
derived by the strategy formulation process reveal the upper level management’s 
positive effectiveness. 
Table 3. Gross profit margin 
 
 
 
 
 
By analyzing the “gross profit margin” ratio, we realize that the examined companies 
present a reverse historical trend. To be more specific, AB Vassilopoulos SA achieved 
Year AB Vassilopoulos Masoutis
2011 5,13 2,7
2010 4,71 2,7
2009 4,8 3,7
2008 5,29 4,9
Return on assets (%)
Source: Amadeus database, Corporate Annual Reports
Year AB Vassilopoulos Masoutis
2011 24,62 22,38
2010 23,924 24,44
2009 24,168 23,94
2008 23,048 26,04
Source: Amadeus database, Corporate Annual Reports
Gross profit margin (%)
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as a company to manage the cost of goods sold and in accordance with the increase of 
its sales volume ( stores’ network expansion), presents a steady increase of its gross 
margin. On the contrary, Masoutis SA cost of goods sold and especially, company’s 
procurement costs, showed a remarkable increase and the result was the transitions of 
its gross margin.  
Table 4. Net profit margin 
 
 
 
 
 
According to the “net profit margin” ratio, both companies present variations during 
the economic crisis period. AB Vassilopoulos’ increasing rate of the gross profit 
margin comes in accordance with the increasing rate of its net margin. The reason is 
the effective management of the company’s operating expenses. Masoutis’ net profit 
margin rate corresponds to the variations of its gross margin. Although, the 
appropriate management of the operational costs had as a result the stabilization of the 
net profit margin for the fiscal years 2010 and 2011. 
Based on the above discussion, we conclude that despite the fact that the examined 
companies develop a portfolio of common strategies, including intensive, integration 
and diversification types of strategies and despite that they utilize the same 
competitive positioning in the sector, their financial ratios reveal a clear financial 
superiority of AB Vasilopoulos SA. At this spot, we have to remind our previous 
findings regarding the existence of a formal assessment in AB Vasilopoulos’ strategy 
formulation process in contrast to Masoutis. Furthermore, we have also presented that 
the vast crisis’ effects have been prevented and confronted so far by the examined 
companies’ strategic decisions. 
Finally, concerning the analysis of the fourth category, the respondents focused on the 
following key issues: a) consolidation of the sector (please see Appendix 3), b) 
potential establishment of new distribution channels, such as direct trading between 
producers and consumers, as also as the online web retailing and c) new retail store 
concepts, like the convenience and neighborhood stores. 
Based on the above, we can state that the crisis is able to create the conditions and the 
strategic opportunities in terms of forming new concepts or its effects, will lead to 
strategic investments and finally, to the redistribution of the market shares. Last but 
not least, we can highlight as the retailer’s crucial point the effective resources’ 
allocation and identification. 
Year AB Vassilopoulos Masoutis
2011 4,13 2,02
2010 4 2,03
2009 3,46 1,7
2008 2,94 2,17
Net profit margin (%)
Source: Amadeus database, Corporate Annual Reports
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Following on, based on the analysis of the secondary data that occurred to the Chapter 
4.2.1 and according to the principles of the strategic management theory (David, 
2011), we are about to discuss the findings that are derived from the examination of 
the six largest retailers’ vision and mission statements.   
Concerning the vision statements, only Carrefour – Marinopoulos SA, AB 
Vasilopoulos SA and Masoutis D. Supermarket SA present a vision statement. From 
the above three companies, Carrefour - Marinopoulos’ and AB Vasilopoulos’ 
statements are more readable (David, 2011, p.75), but they can be characterized as too 
vague (David, 2011, p.76). On the contrary, only Masoutis’ statement can be 
characterized as specific because it reveals the industry that the company belongs to 
(David, 2011, p.76). Furthermore, according to Vasilopoulos managers’ responds, 
their company’s vision statement is extroverted but the usage of the phrase “for life” 
made it too futuristic (David, 2011, p.76). Last but not least, AB Vasilopoulos and 
Masoutis have reformulated their vision statements recently. 
Regarding the mission statements, Veropouloi Afoi AEBE and Sklavenitis I. & S. 
AEE do not present a statement. Moreover, Lidl Hellas adopts the statement of its 
German “parent” company, Lidl Shiftung & Co. KG, which does not express the same 
mission, as the environments of the two countries and the objectives of the two 
companies are totally different (David, 2011, p.82). Concerning the mission statement 
components (David, 2011, p. 83), Masoutis’ statement includes all the characteristics 
except from the geographical market that it competes. This despite the fact that, if we 
consider that the vision and mission statements are interrelated, we conclude that the 
company presents a full image. On the contrary, Carrefour – Marinopoulos’ 
statements lack two components which are the technology and the concern for public 
image and finally, AB Vasilopoulos statements’ lack two components too, which are 
the geographical markets that the company competes and the technology. 
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5.2 Recommendations 
The appropriate and effective development of the components of the strategy 
formulation process could become key success factors for a company’s success. 
First of all, managers have to formulate or reformulate the current vision and mission 
statements with stimulated statements, engaging all the stakeholders that influence 
their firms internally and externally.  
Moreover, they should engage the middle - level managers in the establishing of the 
long-term objectives in order to determine more effective, challengeable and 
realizable goals. 
Furthermore, as they act in turbulent times facing a vast economic crisis, in a sector 
which is characterized by high intensity of competitive rivalry and high bargaining 
power of buyers, managers have to assess the ambiguities of the external environment 
at the most efficient level by developing structured procedures based on strategic 
tools, like the Porter’s five forces analysis, PESTEL analysis and EFE matrix and not 
relying only on managers’ intuition.  
Additionally, in order to deal with the external forces, they have to realize and exploit 
the internal resources and competences (physical and financial) at the maximum level.  
Besides, we have to mention the crucial role of the internal assessment and the 
appropriate development of the IFE matrix and SWOT analysis. 
Last but not least, the selection of the most effective strategy among several 
alternatives based on the highest captured score (according to the QSP matrix) would 
be of greatest importance. 
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6. Limitations and Future Research Directions 
Our research was not realized without limitations that are mentioned below: 
Firstly, there was a relatively small number of interviewees. The obvious reason for 
this choice was our intention to analyze the topic under examination in - depth and 
interpersonally. Time sensitivity and the limited free time of the top level managers 
were the crucial factors that determined the number of the interviews. 
Furthermore, another serious limitation of our study is the fact that we were based on 
perceptual data. The sequence is that our results will probably content bias from the 
managerial point of view.  
Additionally, the study has focused on top managers’ perspective with regard to the 
strategy formulation process that occurred in two of the largest food retail 
corporations in the Greek context; thus, the outcomes of the study cannot be 
generalizable to other sectors, or in the same sector in other countries. 
Moreover, it should be taken into account that the study refers to a specific time 
period (before and during the economic crisis). As a result, generalizations for 
adapting the results after some period of time and especially after the economic 
depression could be invalid or inappropriate. 
 
If potential similar studies in other contexts or in other sectors occur, this will be 
undoubtedly a fact of great scientific value.  
 
Last but not least, it would be extremely interesting if future similar studies arise 
under the consideration of containing all or the majority of the Greek food retailers or 
examining the relationship between financial performance and strategy formulation of 
food retailers. These attempts will have as a result the acquisition of a more holistic 
approach regarding the strategy formulation process. 
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7. Theoretical and Managerial Implications 
It could be argued that the findings of the study are important and unique, since it 
constitutes one among the first studies that has examined and revealed the strategy 
formulation process and its components, not only with regard to the Greek food retail 
sector, but other Greek sectors as well.  
Moreover, there have been few case studies about the strategy formulation process of 
the organizations that were used as platforms as we did in the current dissertation, 
based on the cases of Masoutis SA and AB Vassilopoulos SA. 
Concerning the theoretical implications, the contribution of the study implies the 
disclosure of data which are about to fill a part of the literature gap, since there is a 
scarcity of papers focusing on the strategy formulation process both internationally 
and domestically (e.g. Alexander and Veliyath, 1993; Dess & Lumpkin, 2001). 
Additionally, this is one of the first studies that reveal the strategy formulation process 
regarding the Greek food retail sector. As already mentioned, current studies 
regarding the strategy formulation process have focused on specific components and 
not on the process as a whole (Conant et al., 1993; McGee and Petersen, 2000). 
Hence, the insights of this study are of high value for the expansion of already 
existing knowledge in the field. This could serve as a platform, through which 
scholars will be able to further sharpen their knowledge in strategic management 
perspectives or employ it as a model for further investigation. 
In terms of managerial implications, managers are able to exploit the valuable 
findings in order to formulate the strategy formulation process effectively and 
competitively. Our study provides insights as to the way in which they can 
extensively use the strategy formulation knowledge available, in order to develop a 
formal structured process, be aware of what strategic tools to use and of their 
effectiveness, instead of acting vacuously and randomly. Top managers of the food 
retail and other sectors should interpret and adopt the findings in order to increase 
their competitiveness, become ambidextrous and avoid demonstrated deficiencies 
(like the insufficient stated mission / vision statements) in order to survive through the 
vast economic crisis. 
Additionally, a sequence of key factors and significant barriers that would contribute 
to the success of the formulation process based on our findings is the following: 
Firstly, managers have to develop structured and formal procedures while formulating 
strategies. Moreover, another key factor would be the involvement of the middle - 
level managers in order to create a more comprehensive scope for the entire 
organization. Furthermore, a crucial issue that should be taken into account is the 
establishment of a strategy development department.  
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According to Michael De Kare-Silver (1997), managers place the corporate planning 
and the importance of the strategy formulation too low in their agenda due to the 
uncertainty of the external environment. As the strategist claims, managers tend to 
prefer the obsession with the reengineering processes instead of admitting the 
importance of the strategy formulation process. Indeed, one of the two firms which 
were analyzed in the current research did not include any strategic planning 
department in its organization chart (Masoutis S.A.), in contrast to the second firm 
which included a formally structured strategic planning department (AB Vasilopoulos 
S.A.).  
The facts that act like barriers for the structured approach of the strategy formulation 
process imply mainly to the corporate philosophy.  
Many managers feel that the devotion of many financial and physical resources in the 
strategy process provides no return and is a waste of time (David, 2011, p.50). Other 
companies have lack of knowledge or experience in formulating formal strategies. 
Last but not least, the most important barrier derives from the interpersonal conflicts 
between top managers. It is a fact that the majority of managers attempt to ensure the 
highest amount of resources in favor of their departments, and as a result, strategies 
tend to become an outcome of argument and not an outcome of a clear formal process. 
Finally, we could also mention that the results of the current study will aid managers 
to shift their efforts towards the right direction and as such make more appropriate 
resource investments and allocation. This is critical and in accordance with the 
principles of the RBV, provided the scarcity of resources that almost all firms are 
confronted by in today’s turbulent and highly competitive environments.  
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8. Conclusion 
The aim of the study was to examine and reveal aspects regarding the strategy 
formulation process of the Greek supermarket retail sector. The in-depth analysis of 
the primary and secondary data led us to deduce the below valuable conclusions. 
Based on the above analysis, we found that the economic crisis affected the 
supermarket retail sector at a smaller scale comparing to other retail sectors. 
Although, even the 5% decline of the sector’s sales volume (between the fiscal years 
2010 and 2011) is able to create serious operational deficiencies because of the 
sector’s nature. Specifically, the Greek supermarket retail sector is characterized by 
low profit margins and high operational costs.  
Furthermore, regarding the adopted formality of the strategy formulation process’s - 
structure that the two examined companies showed, we have revealed that despite the 
fact that both companies perform the process by following the steps which are 
presented in the literature, there is an absolute difference between them regarding the 
utilization of strategic tools and processes during the formulation of the strategy’s 
components.  
To be more specific, AB Vasilopoulos SA utilizes strategic tools and processes like 
the PESTEL analysis, the Porter’s five forces model, SWOT analysis and IFE matrix 
according to the strategic management literature. On the contrary, Masoutis D. 
Supermarkets SA does not exploit the above tools and its centerpiece activities are 
limited to the senior managers’ opinions and beliefs. Moreover, we identified a clear 
financial superiority of AB Vassilopoulos. However, at that point, we have to mention 
that this finding does not derive specifically from the formality of the process but 
other critical variables like marketing excellence and supply chain efficiencies have 
an integral part at the above result.  
Our intention was to provide an indication between the financial performance and the 
adoption of strategic tools and concepts, but there is still a gap that the future 
researchers can fill in by examining the correlation between performance and strategy 
formulation.  
Additionally, we identified that crisis has not altered the nature of the process but has 
impelled the upper - level managers to act more strategically and reasonably in order 
to anticipate immediately the changes of the external environment. Upper - level 
managers are forced to adjust their long-term objectives according to the crisis frame.  
Moreover, based on the secondary data analysis, we identified that the half of the 
presented supermarket retailers have not developed vision and mission statements 
(Sklavenitis I. & S. AEE, Veropouloi Afoi AEBE and Lidl Hellas). 
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The rest presented retailers (Carrefour – Marinopoulos SA, AB Vasilopoulos SA and 
Masoutis D. Supermarkets SA) have developed customer-centric statements, 
although, they have not included some essential factors according to the strategic 
management theory (David, 2011).  
Vision and mission statements are the primary points from which every strategy 
formulation process has to start and as a result, are entirely important for the 
upcoming success of the following factors.  
Finally, we realized that the phenomenon of the financial crisis is characterized as a 
maximum threat for corporations but in the meantime, it also creates upheavals that 
will establish remarkable opportunities in terms of new business concepts.  
We conclude that one of the critical key factors for the supermarket retailers’ survival 
is a formal structure development of the strategy formulation process. Even if they 
have presented a satisfactory performance during the previous years, the continuously 
drastic changes in the Greek context and the high intensity of the sector’s rivalry, 
forces corporations to act strategically. The retailers who will anticipate the structural 
changes instantly, allocate their resources effectively and develop a formal structure 
of the process, have high growth potential in terms of size and profits by leading the 
sector. 
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10. Appendices 
Appendix 1 
Sales Revenue of the Industry between 2007 and 2010 
YEAR SALES ( € mil ) PERCENTAGE 
2007 9,782 8.13% 
2008 10,407 8.00% 
2009 10,527 1.16% 
2010 10,642 1.10% 
Source: ICAP Group (2011) 
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Appendix 2 
Number Of Supermarket Stores In Greece 
YEAR No 
Early 1970s 280 stores 
1982 527 stores 
1988 910 stores 
2000 3.673 stores 
2006 3.919 stores 
2007 4.040 stores 
2008 4.198 stores 
2009 4.314 stores 
2010 4.400 stores 
Source: ICAP Group (2011), Nielsen Company (2011) 
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Appendix 3 
Indicative M&As between companies of the supermarket industry 
CARREFOUR - 
MARINOPOULOS 
SA 
12/2000: Acquisition of the following firms as a result of the 
merger between Carrefour and Promodes Group: NIKH SA / 
Continent Hellas SA / Marinopoulos Northern Greece / 
ETAVIK SA. 
10/2004: Acquisition of KSYNOS Supermarket SA.                            
06/2008: Acquisition of Peiraikon SA. 
12/2009: Acquisition of DIA Hellas SA. 
DELHAIZE LE 
LION 
08/2010: Acquired the group AB Vasilopoulos SA 
AB 
VASILOPOULOS 
SA 
01/2001: Acquired the companies Trofo SA and ENA SA.  
04/2008: Acquisition of PLUS Hellas Ltd 
2008: Acquisition of the logistics company PL Logistics 
Center SA 
AFOI 
VEROPOULOI 
AEBE 
2003: Merger between the companies Afoi Veropouloi AEBE 
and Panemporiki Supermarket SA. The first firm had 
absorbed the following ones: Athina Supermarket (1995) and 
Chalkiadakis SA (1994).  
2001: Acquisition of Panemporiki Supermarket SA. 
08/2007: Acquisition of Trofino AB & EE. 
01/2008: Acquisition of Astir Supermarket AEE. 
MASOUTIS D. 
SUPERMARKET SA 
12/1999: Acquired Mpiska Afoi ABEE which had acquired 
2Alfa SA. 
01/2002: Acquired the company Alfa Delta Supermarket SA. 
07/2003: Fully absorbed the company Mpiska Afoi ABEE. 
04/2005: Fully absorbed the company Alfa Delta Supermarket 
SA. 
05/2007: Absorbed the company Euromarket SA. 
2009: Absorbed the firm MASOUTIS D. SA. 
SKLAVENITIS I. & 
S. AEE 
07/2007: Acquisition of Papagewrgiou SA. 
07/2007: The parent company Sklavenitis I. & S. AEE was 
absorbed by Artemis SA and the last one re-named to 
Sklavenitis I. & S. AEE. 
06/2008: Absorbed the following companies: Papagewrgiou 
SA and Papagewrgiou D. SA. 
Source: ICAP Group’s report (2010) 
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Appendix 4 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Market Size Evolution of the Supermarket and Cash & Carry Retail Industry in Greece 
between 1992-2011. 
Year Percentage Change of the Market Size (%) 
1992-2007 14.2% 
2007 6.76% 
2008 7.1% 
2009 2% 
2010 (1.4)% 
2011*   (2-3)%* 
* Estimation according to the available data 
Source: ICAP S/M sectoral study (2009) and Ministry of Labour & Social Security (2012 - 
Macroeconomic Indicators for Greece & EU). 
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Appendix 5 
GDP Real Growth at Constant Prices 
YEAR Percentage Change based on the previous year 
2006 5,5% 
2007 3,0% 
2008 (0,2)% 
2009 (3,2)% 
2010 (3,5)% 
2011 (5,5)% 
Source: Ministry of Labor & Social Security (2012 - Macroeconomic 
Indicators for Greece & EU). 
*The above figures are based on the re-adjusted and corrective data 
presented by EUROSTAT. 
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Appendix 6 
Turnover Index of the Retail Industry (Base Year 2005 = 100) 
(Excluding Oil and Lubricants) 
YEAR GENERAL INDEX ANNUAL PERCENTAGE CHANGE
2000 69,9 -13,60%
2001 75,4 -8,80%
2002 82,4 -15,60%
2003 88,9 -5,70%
2004 94,4 -8,70%
2005 100 -8,20%
2006 110,8 -2,20%
2007 117,1 -1,50%
2008 119,7 -4,10%
2009 111,2 -7,70%
2010 111 -5,10%
2011 103 -9,10%
Source: Ministry of Labor & Social Security (2012 - 
Macroeconomic Indicators for Greece & EU)  
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Appendix 7 
Unemployment Rates per Quarter 
YEAR Q1 Q2 Q3 Q4 
2007 9,20% 8,20% 8,00% 8,20% 
2008 8,40% 7,30% 7,30% 8,10% 
2009 9,30% 8,80% 9,20% 10,30% 
2010 11,70% 11,80% 12,40% 14,20% 
2011 15,90% 16,40% 17,70% 20,70% 
2012 22,60% 23,10%     
 
Source: Ministry of Labor & Social Security 
 (2012 - Macroeconomic Indicators for Greece & EU). 
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Appendix 8 
Inflation based on the General Consumer Price Index per Quarter 
YEAR Q1 Q2 Q3 Q4 
2007 2,70% 2,60% 2,60% 3,60% 
2008 4,20% 4,70% 4,70% 2,90% 
2009 1,60% 0,70% 0,70% 1,90% 
2010 3,00% 5,10% 5,50% 5,10% 
2011 4,70% 3,50% 2,40% 2,80% 
Source: Ministry of Labor & Social Security 
(2012 - Macroeconomic Indicators for Greece & EU). 
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Appendix 9 
Market share of the Greek Supermarket Retail Sector – 2010 
Company Name Market Share 
Carrefour Marinopoulos SA 18.7% 
AB Vasilopoulos SA 13.0% 
Sklavenitis I. & S. AEE 11.0% 
Lidl Hellas 10.0% 
Veropouloi Afoi AEBE 5.5% 
Masoutis D. Supermarket SA 4.9% 
Source: Nielsen Company (2011) 
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Appendix 10 
The sales trend of the first ten products in value - 2010 
Product Percentage change compared with 2009 
Milk (6.2)% 
Yoghurt (6.1)% 
Non alcohol Beverages (9.6)% 
Juices (10.6)% 
Olive Oil (5.8)% 
Packaged Bread (5.2)% 
Chocolate (5.8)% 
Cheese 5.3% 
Beer 1.1% 
Source: Nielsen Company (2011) 
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Appendix 11 
Number of Stores and Investments of the first 10 supermarket retailers - 2011 
Company Number of stores 
in 2010 
Number of stores 
in 2011 
Investments 
(mil. €) 
Carrefour – Marinopoulos  567 772 16.8  
LIDL Hellas 206 220 - 
AB Vasilopoulos 223 251 103.5 
I.&S. Sklavenitis 73 83 18.5 
Veropoulos Group 243 241 5.8 
Panteliadis Group – METRO 84 90 29.5 
D. Masoutis Group 215 234 50.3 
Galaxias / Pente SA 133 132 8.5 
MAKRO Cash & Carry 9 9 - 
Arvanitidis SA 161 163 - 
Source: Nielsen Company (2012)  
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Appendix 12 
Questionnaire 
1. How would you characterize the food retail sector during the financial crisis 
period? 
2. Do you develop as a company, a formal strategy formulation process? Please 
elaborate. 
3. Please, characterize your company’s vision statement. Have you involved 
lower - level managers and employees in the statement’s development? Please, 
describe the components that are included in your company’s statement.  
When the statements were last revised? Do you believe that those statements 
could become a powerful tool of motivation and inspiration? Has the financial 
crisis influenced you in order to re – formulate them? 
4. Do you set as a company, long-term objectives? Based on which time frame 
(2-5 years/ more than 5 years)? Which criteria do you take into account during 
the determination of those objectives? Are they influenced by the economic 
depression? 
5. Do you utilize as a company, a formal and structured framework in order to 
perform the external audit? What strategic tools and concepts do you use (the 
Porter’s five forces model, the external factor evaluation matrix or PESTEL) 
in order to anticipate external threats and weaknesses? How seriously do you 
consider the financial crisis phenomenon when you assess the external 
environment? 
6. Do you perform as a company, a structured internal assessment? What specific 
tools do you use (the SWOT matrix or the internal factor evaluation matrix) in 
order to reveal internal strengths and weaknesses? What is your opinion about 
the company’s core competencies? Has the economic crisis influenced the way 
that you deal with your internal assessment? Please explain. 
7. According to the strategic management literature, a strategic decision should 
be taken on a scoring quantitative basis (e.g. on the quantitative scoring point 
matrix and not on the vacuum) in order to match strengths and weaknesses 
with opportunities and threats effectively. How do you deal as a company, 
with this issue?  
8.  How would you characterize the corporate strategies that the company 
develops? How does the crisis influence your strategy’s options? Is it time to 
perform intensive investments and strategies in order to increase your market 
share after Carrefour’s retrenchment?  
9. How would you characterize the effectiveness of the company’s strategy in 
terms of financial (ROE, liquidity, profitability, leverage and market share) 
and nonfinancial (customer service, customer loyalty and retail 
innovativeness) measures? 
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10. Regarding the competitive strategies, in which category would you put your 
company? Based on a research (McHugh, Greenan and O'Rourke, 1993) 
regarding the UK food retailers, except the hard discounters who are a clear 
indication of a cost leadership strategy, other players are referred as “stuck in 
the middle”. What is your opinion about the Greek reality? 
11. Do you believe that are potential opportunities that a food retail company can 
exploit? Which are the perspectives of the sector?   
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Appendix 13: Interviews 
AB Vasilopoulos SA 
Interview 1, Manager A 
1. Economic debt crisis started in 2008 and appeared in Greece one year after. 
Despite the fact that crisis affected earlier other retailing sectors, the food 
retailing showed signs of declining in the middle of 2010. The reason is the 
nature of the majority of the products that we trade, which are necessities, they 
belong to the base of Maslow’s pyramid and are vital for people’s survival. 
We are the last castle of retailing that was pressed by recession but I have to 
pinpoint that our sector does not need large numbers of decline in order to 
reveal tremendous operational impacts (e.g. like furniture). For example, a 
decline of 6% could influence hardly our numbers and of course our operation, 
because of the following special features which characterize our sector: a) 
capital-intensiveness, b) low profit margin and c) high operational costs. 
2. There is a typical process which is called “strategic dialogue” and it is applied 
annually, at the beginning of autumn, in the same way to all of the group’s 
subsidiaries worldwide. After we implement the external and internal 
evaluation, we conduct a portfolio of findings which are presented to the 
general committee in order to develop specific actions and tactics. The 
portfolio is approved in the middle of January and all the subsidiaries use the 
same frame-platform through which we set our ideas.  Finally, at the time that 
the portfolio is approved, we develop the forecasts and the annual budget 
(August/September). 
3. The statements were conducted 2 years ago and their development was 
characterized by the participation of various managerial levels which were 
from all of our group’s subsidiaries worldwide. There was a large blending of 
work and I think that the work was satisfactory. We had constructed the 
statements based on directions which were given to us by specialized external 
consultants. For example, regarding the mission statements we couldn’t skip 
the word “customers”, as it is the keystone of our operations. I am totally 
persuaded that the whole process achieved to inspire the employees and 
created interaction among them. I believe that it is not necessary to 
reformulate our statements in order to face crisis. The statements’ central idea 
focuses on the long and not on the short - run. 
4. After we analyze the variables of the external and the internal environment, 
we conduct the long - term objectives and plans, which are divided into 3 and 
10 years duration plans and objectives, respectively. The short - term plans are 
pure operational, quantitative plans that set specific directions and act as the 
base of the annual budget’s development. We could characterize the process as 
a “rolling – process”.  Furthermore, crisis is considered as a crucial factor 
when we set the objectives; hence we adjust them according to the 
circumstances. 
 78 
 
 I have to admit that the uncertainty, which is a crisis derivative, has pushed us 
to become elastic with our objectives but our long - term objectives have not 
been changed yet. 
5. Of course we conduct the external audit formally, using various tools. Firstly, 
we analyze the macroeconomic variables including the social tendencies, the 
consolidated economic figures and the political situation and last but not least, 
the sectorial and the competitive rival analysis. In the sequel, we analyze 
consumers’ behavior; we realize how all the previous variables affect the 
consumers and we try to forecast how this procedure affects our company in 
the long run. PESTEL analysis and Porter’s model are essential tools that we 
exploit in order to conduct an effective external audit. Crisis has been set 
highly in the agenda and we consider it as a crucial factor due to its 
consequences, which are the extremely high unemployment rate and the 
reduction of incomes and consumption. 
6. We use both SWOT and internal evaluation matrixes, as also as market 
research in order to identify the parameters of our internal environment. There 
are scorecards which quantify the various strengths and weaknesses in the 
form of rating with a specific percentage.  Thereafter, regarding our 
company’s strengths, I have to mention that our USPs are: the quality, the 
variety of the product lines, the customer service and the ambience/experience. 
Crisis has not affected the way that we perform our process but has changed 
the way that we evaluate our strengths and weaknesses. During crisis, we not 
only focus and enhance our strengths, but also, we are trying to overcome 
company’s weaknesses as soon as possible. 
7. As I have mentioned before, there is a quantitative rating according to the 
dimensions of the external and internal environments. We make our strategic 
decisions among various alternatives based on that quantitative data, of course, 
in coordination with qualitative. 
8. We cannot say that our company develops only a market expansion or a 
market penetration strategy. Actually, we develop a combination of strategies. 
The concept behind our corporate strategies is the term that we call “organic 
growth” and it includes the tactics through which we will achieve deeper 
penetration in the current markets through store renovations, and more 
extensive advertising campaigns. Furthermore, it is also consisted by methods 
which will drive our company’s geographical expansion in new markets. For 
example, last year our company introduced 4 new stores in Crete. Moreover, 
we have attached from 2008, two more central warehouses in our store 
housing system in order to achieve higher customer service levels and reduce 
costs. To sum up, we cannot rely only on one type of strategy. Crisis is not a 
barrier for our company’s growth yet, but those companies that had faced 
financial problems abandoned many of their projects. We will follow our 
growth project, but we will not develop an entirely offensive strategy in order 
to increase our market share rapidly. We follow a specific strategic plan by 
trying to reach a responsible and steady expansion. 
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9. We are satisfied from our financial and non-financial results, as we have an 
increasing tendency in our margin and customer service. 
10. Regarding the competitive strategy, I think that our firm has adapted the 
“hybrid strategy”, as it tries to differentiate its offerings in terms of 
experience, quality and product variety in combination with low operational 
costs and by offering value for money products to price-sensitive consumers. 
11. Food retailing could be characterized as a pie with a value equal to €18 billion. 
Despite the fact that there is a decline in our sectorial sales growth, the pie is 
very large and many players are able to survive but they have to act 
appropriately. The perspectives of the food retail sector depend on the 
consolidation of the big players, the number of the firms that are going to 
survive, the final size of them and the strategies that are going to follow 
(especially, the between them M&As). According to you last sub – question, I 
believe that everything depends on the duration and the extent of the economic 
recession and in my opinion, the key in order to survive is the “effective 
strategic planning”. 
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AB Vasilopoulos SA 
Interview 2, Manager B 
1. Until now, the economic debt crisis has influenced the food retail sector at a 
smaller extent, comparing to other retail sectors. Undoubtedly, it has affected 
dramatically consumers’ incomes and as a result, food retailers’ sales volume. 
However, it should be stated that our sector is influenced by two other factors as 
well, which are the consolidation of the players in the Greek market and the 
presence of international players. Those two factors in coordination with the crisis 
phenomenon have determined sector’s evolution and its growth. 
2. Our company follows a typical structure in order to formulate strategies. We 
don’t act randomly. Acting through the frames of “strategic dialogue” we have to 
analyze the external and internal factors and provide a full report, according to the 
common given directions. We develop plans that correspond to internal strengths 
and weaknesses, as also as to the external opportunities and threats, by analyzing 
and anticipating our environment and the occurred direct or indirect changes, 
respectively. After the assessment of the environment we set the long, middle and 
short - term objectives and we develop the strategies that are essential in order to 
achieve them. 
3. There has not been a long time since we had conducted our current vision and 
mission statements. Many managers from different levels about two years ago 
participated in the statements’ development. I think that those statements 
represent our culture and our corporate philosophy as they include company’s two 
basic axes: Customers and shareholders. In order to have a sophisticated and clear 
statement we had to describe our company in 2-3 sentences. Finally, I believe that 
the process, that we had participated in, enhanced the feeling of the common 
corporate scope and augmented firm’s teamwork. Companies have to adjust their 
statements in such way that they will reflect the values and the scope through 
different periods of time. According to your last sub – question, my answer is that 
if the economic crisis exists for more than a decade and our sector’s balances 
change, we will have to re – formulate our statements urgently. 
4. After we analyze the factors of the external and the internal environment which 
affect our company, we conduct the quantitative 3 years objectives and our 
company’s plans. The plans that we have deposited this autumn referred to the 
fiscal years 2013, 2014 and 2015. If the budget is approved, it will refer to 2013. 
Also, there are plans that have a ten – year duration and their role is to act like a 
vision for our company and they show us how we can expand, diversify, or even, 
reveal us which kind of activities do we have to follow in order to increase our 
future profits. However, we do not quantify those plans because the political and 
economic environments are extremely uncertain. To continue with, we have not 
changed the philosophy of our objectives’ determination due to crisis, so our 
strategic objectives that have to do with the expansion of our company have still 
been maintained high in our agenda.  
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Lastly, I could say that crisis has affected mainly our financial long-term 
objectives. We are not as optimistic as we were before crisis in terms of profit 
margin or turnover.  
5. Our company is using a formal structure in order to identify the external threats 
and opportunities. This structure contains tools like the PESTEL framework in 
order to deal with the political instability, the economic uncertainty, the social 
tendencies, the technological innovations which are able to improve our processes 
and the legal liabilities. Porter’s framework is a tool, essential for the competitive 
rivalry’s effective evaluation. All the factors, which are resulted by the above 
mentioned tools, are multiplied according to their importance weighting factors. 
We are prepared to face crisis as an ultimate threat. 
6. As I analyzed formerly about the existence of an external audit formal process, 
there is respectively, a formal process for the internal audit too. Managers utilize 
the SWOT analysis and IFE matrixes per annum in order to reveal strengths and 
weaknesses. Concerning your question about our company’s strength, I could 
state that our main strength is the customer’s buying experience and afterwards 
our financial health and our products’ quality and variety. More specifically, our 
company’s product portfolio includes 3 different categories of products: a) lower 
quality, b) value for money and c) upper-premium quality products, like the 
organic foods. The crisis didn’t affect our approach regarding the formulation 
process, but has influenced us in order to become more systematic and productive 
in correlation with the components of the internal and external environments.  
7. We do not use this specific matrix; probably some American companies are using 
it. I have to mention that there is a plethora of existing tools and our company, 
applies a metric tool similar to the QSP matrix. 
8. Our company has been developing a mixture of strategies, which are combined by 
intensive and diversification types of strategies. Regarding the market expansion 
strategies we are constantly increasing our network by adding new stores and we 
have done several acquisitions in order to acquire resources and expand our 
market geographical coverage. Additionally, we have developed the concept of 
franchising in order to expand. However, we never forget our current network and 
we are trying to maintain our relationship with our existing customers and 
strengthen our bonds and loyalty. We are trying to achieve by offering new store 
outlooks according to their needs. Regarding the diversification, we have 
developed the type of related diversification strategy by investing in mini stores 
or the so - called convenient stores. With reference to the Carrefour’s 
retrenchment, we have to make clear that even if Carrefour has sold its shares to 
Marinopoulos, the stores will still remain under the Carrefour’s branding and 
Marinopoulos Corporation is a strong and traditional player of the industry. 
Although, despite the fact that Marinopoulos Corporation may faces financial 
constraints and maybe is about to stop its offensive strategy, this does not mean 
that our company would develop an entire offensive strategy. 
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9. We think that our financial results are well presented in our financial statements 
by showing a profit margin increase. This is a result that comes from the 
implemented “organic growth” strategy and from our company’s financial 
administration. The non-financial results are a combination of the stores’ 
network, the supply chain’s efficiency and the company’s merchandising 
effectiveness. 
10. I think that it is very difficult for a food retailer to adapt a pure differentiated 
strategy. It needs to spend a large amount of capital for expenditures and R & D 
that is forbidden, at least nowadays. Additionally, it might lose a large portion of 
its consumers that are characterized by price sensitivity. The cost leadership 
strategy is followed by the discounters, like Lidl, who are trying continuously to 
maximize their efficiency and keep their costs down. Our company develops a 
“hybrid strategy” by combining products and experience differentiation with 
value for money products. 
11. The future of the food retailing sector is characterized by great ambiguity. New 
channels could be established, like the on-line channels or the direct disposal 
channels. The consolidation of the market would determine the future image and 
the size of the sector. A crucial part of the game is the development of convenient 
stores networks. More specifically, this movement would dominate the players’ 
presence. The “effective strategy formulation” is the key success factor for every 
company’s survival. 
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Masoutis D. Supermarket SA 
Interview 1, Manager A 
1. It could be more than ironic to believe that the vast financial crisis has not 
influenced dramatically our sector. To be more specific, the reductions of 
incomes and consumption’s rates have changed the status and the activities of 
the sector’s big players. Nowadays, if a company attains to survive, it ought to 
develop a long-term, sophisticated strategic plan, taking into account all the 
variables of its environment. Those variables are the competitors, the 
relationships with its suppliers, the political stability and the future growth of 
the total economy. Our company has developed a sustainable long-term plan 
that is focused on the expansion of our chain through serious investments. 
2. Actually, we are planning our actions on the basis of a typical process. I could 
not say that we follow strictly this form that you have mentioned but the 
elements of the process are almost the same. All the senior managers are 
meeting to discuss and analyze the factors that affect our company, on a 
weekly and monthly basis, then, every senior manager has to analyze and 
evaluate the extension of the factors that influence his / her department. We set 
our goals and develop our plans, according to the current and the forecasted 
future situation of the market. The selection of the best suited strategy is an 
important issue and is decided after considering a variety of options and 
alternatives. We have to choose a strategy that is characterized as realistic, 
challenging and is able to lead our group’s growth. 
3. If you search our site, you will realize that we have a clear declaration of who 
we are and what we want to achieve. Our mission statement contents all the 
factors which are essential for our existence. In a few sentences, we show the 
importance of our customers, our employees, our suppliers, the society and the 
environment for us. Regarding the vision statement, we believe that our long – 
term strategic target is clearly stated. The construction of the statements was 
implemented on a top-managerial basis without the engagement of the entire 
company; however, all the people that participated in the statements’ 
development had dedicated a serious amount of time considering the factors 
that were going to be included in the statements. We recognize the 
motivational role of the statements for our employees and we have put posters 
with our company’s values in every store in order to promote them.  I do not 
think that it would be appropriate to reformulate the statements due to crisis, 
because our vision has not been changed. 
4.  Every September we set our three years duration strategic and financial 
objectives, as also as our company’s annual objectives, which are 
characterized as very important and they are divided per department on an 
annual basis. In order to determine the effectiveness of our objectives, we 
consider market’s and total economy’s general figures, as also as the potential 
actions of our competitors.  
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Following on, we set our strategic objectives and we determine the way that 
we are about to achieve them. We have not changed our strategy due to crisis, 
maybe we have not been as offensive as we wanted to be, but our objectives 
have been adjusted in the crisis frame. We are not able to set the same 
optimistic objectives, as we did before crisis. 
5. As I said previously, we conduct meetings on various levels and we evaluate 
the external threats and opportunities. Every department has specific 
responsibilities, in order to examine carefully the factors that affect directly 
their actions. We do not use those tools (Porter’s model or PESTEL analysis) 
with the known framework, but our evaluation of the political, economic and 
technological environment etc., has the same results. The financial crisis, as an 
issue or a threat, is of great importance and for that reason; we are examining 
in full detail all the involved variables. For example, we could not increase the 
prices of our products in order to increase our margin, as consumers’ budget 
could not afford them. 
6. Every department evaluates its strengths and weaknesses. It is a daily process. 
We don’t use something formal to deal with that. It is every senior manager’s 
responsibility to identify his / her department’s weaknesses. We develop 
reports, which are presented in the senior management council, consolidating 
all the strong and weak parts of our departments. I could state that our 
company’s financial health and network’s geographic coverage are the 
strongest parts of our company. We should also mention the Greek-centric 
fame of our name as a brand. We are a Greek company which offers high 
quality Greek products in a large variety. I could not say that we change the 
way that we evaluate our internal environment due to crisis. 
7. To be honest, we don’t use this type of quantitative framework to quantify the 
elements of the external and internal environment. As I said, the evaluation of 
all the elements, both internally and externally, is implemented on an ordinary 
basis. 
8. Our company has developed a ten – year duration strategy in order to expand 
its network and to increase its geographical market coverage and market share. 
It is indicative that between 2009 and 2011 (middle of crisis), we had 
introduced 35 new stores to Epirus and to the Aegean islands. Also, we had 
constructed a new distribution center in Thessaloniki in order to serve more 
effectively our stores (€75 mil. investments). We do not have the philosophy 
of retrenching and following a defensive strategy due to crisis. It is time to 
move forward and invest not only due to Carrefour’s retrenchment. The 
strategic decisions that the big players will make, will determine the balance 
of the sector in the after-crisis period. 
9. I would characterize our efforts totally successive. We achieved to increase 
our sales by 10% in 2011 and our market share by 3%. The new distribution 
center will cover entirely the needs of the expanded network by enhancing our 
customers’ service level. 
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10. We offer a combination of high and lower - quality value for money products; 
hence, I think that we use a “hybrid strategy”. We try to be as efficient as 
possible in our operations in order to push down our operational costs. 
11. The crisis will alter the balances in the sector and we will face changes in the 
supermarket arena. Players with strong financial health will be able to expand 
their network by opening new stores or by acquiring others who will not be 
financially able to survive. As a result, they will be capable to penetrate more 
effectively into the existing markets through intensive marketing efforts. 
Nowadays, in my opinion, the greatest opportunity is to move forward by 
managing effectively your resources and act strategically. 
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Masoutis D. Supermarket SA 
Interview 2, Manager B 
1. Crisis has become and would remain a plague not only for the food retail 
sector but also, for the entire Greek economy. The Greek food retail sector has 
faced a 5% reduction of its sales volume since the previous year and the 
forecasts could not be characterized as positive. Thus we have seen structural 
changes in the sector, from the retrenchment of Aldi and Carrefour till the 
acquisition of many smaller players. Think about companies like, PLUS which 
was acquired by AB Vassilopoulos or DIA which was acquired by Carrefour-
Marinopoulos. Nowadays, we are in the middle of a resources-war and if a 
company does not have the appropriate resources is doomed to quit. 
2. There is a plethora of processes and tools in the management theory, but a 
company has to develop those processes and tools that are the most suitable 
for its aims, needs and philosophy. With regards to the strategy formulation 
process, we evaluate and analyze constantly our external and internal 
environments, we set our long and short - term objectives and then we choose 
our strategy. The majority of the large corporations follow more or less this 
structure.  I believe that what make the difference are not the processes but the 
way that managers anticipate the environmental changes, the decisions and the 
time that they take them. 
3. In the modern global economy is absolutely necessary for a company to 
develop formal mission and vision statements. We have recently reformulated 
our statements by undertaking all the parties which are involved in our 
operations. It is widely spread among the top-management cycle that 
employees require further motivation in order to perform at the maximum 
level. Hence, a clear knowledge of what their company wants to achieve, 
could inspire them. Although, we did not engage all the managerial levels 
during the statements’ development. If crisis forced us to reexamine our 
strategic operations maybe we will reformulate our strategies, but for now, we 
do not judge that this procedure is necessary. 
4. Every September, the senior management council, gathers on a daily basis to 
formulate the corporate strategic objectives, which have a 3 years horizon. We 
examine potential strategic actions including expansions, acquisitions, sales 
and profit targets etc. 
5. We do not apply a strict process in order to establish specific tools that will be 
used for the external or the internal environments’ analysis. Every manager is 
responsible for a specific element of the external and the internal environment. 
They have to examine them carefully and present a report in August, before 
the annual and long-term objectives are set. However, it should be stated that 
the external and the internal assessment should be implemented continuously 
during the entire fiscal year, especially during the crisis period, where the 
threats of the external environment are arising dangerously. 
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6. We evaluate the strengths and weaknesses of every department by classifying 
them based on their importance. Concerning our strengths, our company is 
characterized by strong customer loyalty, our coordinative marketing 
department, the quality of our products and our financial health. Crisis has 
pushed us to optimize and enhance even more the strong parts of our company 
and try to overcome weaknesses suddenly. 
7. We don’t use this tool. As you realize from what I have already explained, our 
approach is characterized more like a qualitative one not so quantitative. 
8. Our company has developed a combination of strategies, targeting both the 
expansion and penetration. In 2011, our company had established 30 stores 
and a distribution center in Kavalari, Thessaloniki. Our ultimate target or our 
vision, that is to maintain our leading position in northern Greece, comes in 
accordance with those kinds of strategies. Moreover, in order to penetrate 
more efficiently into our current target groups, we have increased our 
marketing efforts by sustaining a large portion of our operational expenses to 
the marketing department’s budget. Furthermore, we have developed 
strategies that include the production of more than 800 codes of private 
products in order to offer a value for money products’ mix to our customers. 
Additionally, we have used the acquisition method in order to expand by 
acquiring several smaller sized players. Crisis has undoubtedly influenced our 
choices. More specifically, the investment decision about the new distribution 
center was about to be implemented in 2009, but due to the economic 
uncertainty was executed in 2011. We are considering crisis as the most 
crucial factor of the environment but we are not going to abandon our strategic 
plan. Even if Carrefour has left the Greek market, Marinopoulos is a mature 
and well organized corporation, obtaining the largest market share. Our 
strategies do not focus only on competing Marinopoulos but they have a more 
visionary spirit. 
9. Our chain, succeeded to increase its turnover from €634 mil. to €700 mil. and 
its profits before taxes from €15,3 mil. to €16,6 mil., so you realize that while 
the entire sector faces a drastic decrease in its consolidated turnover, we still 
continue to grow. This fact allows us to be more than satisfied and optimistic 
about our future plans. 
10. We have adopted the “hybrid model”. The combination of utilizing economies 
of scale, maximizing efficiency and offering value for money private-label 
products combining with the products’ quality differentiation, allows me to 
characterize our model as “hybrid”. 
11. As our CEO claims, “during crisis new opportunities can arise”. So, in order to 
grasp those opportunities we cannot just watch the changes in our field. We 
have to lead those changes and the leading position requires investments. In 
the future we could face new retail concepts like the on-line shopping but the 
traditional food retailing would be the flagship.  
During crisis, the food retailers who will anticipate quickly the changes and    
formulate the appropriate strategies will rule the game. 
